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This demonstration will help you 


build big volume 
with 
































By this amazing demonstration as shown at the 
left, The Davis Lumber Co. of Hutchinson, 
Kansas, developed their screening business 
tenfold. Here’s how they did it. First, and 
foremost, they selected Firestone Velon plastic 
screening on the strength of its performance in 
World War II. The Firestone representative 
helped them with a full line of manufacturer’s 
sales helps—swatches of Velon screening in 
forest green, aluminum grey and bronze brown, 
envelope stuffers, window banners, display 
cards, newspaper mats and radio spot 
commercials. The public response was immediate 
and gratifying. Tied into this program was the 
dramatic eye-opening Velon strength test. A Firestone 
Velon screen placed between two chairs supported 
the weight of the heaviest employees, without 
denting or breaking. Biggest selling points for 
Firestone Velon screening, The Davis Company 
reports, were durability, non-rusting and corroding 
to stain housefronts. 





You, too, can make a “specialty” item like 
screening pay off handsomely in volume sales 

when you stock, feature and promote Firestone 
Velon screening. A Firestone representative 
will be glad to furnish you with sales aids to 
help you build a big business in Firestone 








Velon screening. Write Firestone, Pottstown, Pa 
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A350 pound man stood 
on a framed Velon screen 
without denting or bulging it. 









Unaffected by sun, water, 









salt spray. Wipes clean won 
Velon has amazingly with a damp cloth. él ie 
high resistance Cannot rust or corrode. 
to impact. Will never “bleed” to 


stain the house front. 
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THE AMERICAN LUMBERMAN & BUILDING PRODUCTS MERCHANDISER PLATFORM 


I—Organization of an integrated and articulate construction industry which will 
provide more and better building products to consumers at lower real costs with 
fair wages and profits to all who serve in the industry. 


2—Coordination of all production, marketing, research and professional activities 
concerned with the development, sale, and delivery to the consumer of building 
products—including the functions of the manufacturer, wholesaler, retailer, architect, 
realtor, contractor, mechanic, financier, association official and public servant. 


3—Identification of the building products merchant as a central headquarters for 
the industry's consumer selling activities in the local community. 


4—Perpetuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 


5—Informative, educational and merchandising-minded journalism and service 
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BETTER BUILDING...LESS WASTE! 


ee “I was amazed at the saving in time, material and 
labor”, writes a contractor who used End-Matched 
lumber for siding and lining on a 66 x 100 foot 
dairy barn. 


2. interior lining of barn is made smooth, clean, and 
sanitary with End-Matched lumber. 


3. Every piece of End-Matched lumber fits. No sawing 
needed . .. no time lost squaring up the ends. It 
lays up fast, and stays up tight. 


4. Appearance counts too... and what could be 
better looking than the perfectly smooth under- 
surface of this fine home. End-joints are practically 
invisible. 


5. Diagonal sheathing makes a sounder, more perfect 
building ... and End-Matched lumber is ideal for 
the job. Let the joints fall where they may! 
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WRITE! WIRE! TELEPHONE! 


U. S. democracy is representative in form. In theory, elected repre- 
sentatives are responsible to the people. But the people must make 
themselves heard. In considering labor legislation now before Con- 
gress, your representatives are responding to the wishes of the people 
who have been most articulate in making themselves heard. 


The eminently fair and American Taft-Hartley law is in danger of 
being scrapped. Your representatives are responding to the voices 
they have heard speak loudest and most consistently. That is your 
representatives’ way of judging the wishes of the people. In democracy 
in action, the question of right or wrong becomes academic unless the 
thinking, vocal majority makes right and wrong an issue. 


No law is perfect. But we know that the Taft-Hartley law has struck 
a balance between labor and management that has resulted in more 
stable relations, fair wage settlements, and a substantial reduction of 
the frictions that lead to strikes, work stoppages and unrest. Those who 
demand the law’s repeal wish to tip the scale of power in their favor. 
To accomplish this, they are making themselves heard. 


Have you made yourself heard? Complaints bear little credence 
until positive action has been tried. The voices of tens of thousands 
lumber dealers, merchants, managers and business men could make 
a mighty noise in the ears of our government. But until each of we 
tens of thousands who are interested in the retention of a fair labor 
bill speak, our representatives cannot be expected to hear us. TELE- 
PHONE YOUR REPRESENTATIVE TODAY! 





ASHLEY CAUTIONS AGAINST 
SELLING QUALITY SHORT 


Cheap housing at the price of 
good construction not answer 


than the average paid during the 
last two years. But the low-cost 
houses which are built must meet 
certain minimum standards if they 
are to represent a valuable addi- 
tion to the housing supply. 


“In some instances, there has 
been a tendency to cut the area of 
new homes down to a disturbing 
extent. There also is a tendency 
to reduce the size of lots to a point 
of overcrowding. 


“The future cost of repairing and 
maintaining new homes also must 


IN the construction industry’s 
nationwide effort to lower the cost 
of building homes, major emphasis 
should be placed on the use of cost- 
reducing techniques rather than on 
methods which unduly reduce the 
size, liveability, and quality of the 
housing offered to the public, James 
M. Ashley, president of the Pro- 


ducers’ Council, stated recently. 
“Tf, in its attempt to construct a 
larger number of homes that can 
be sold at a lower price, the indus- 
try too greatly sacrifices space and 
quality of construction, it will face 
the charge that it is building future 
slums and lowering the nation’s 
housing standards,’ Mr. Ashley 
Said, 
MINIMUM STANDARDS 
No one disputes the fact that 


there is a need for more homes 
Which can be sold at lower prices 


Bu LDING Propucts MERCHANDISER 


be given full consideration. It is no 
service to the home buying public 
to offer them homes which will re- 





Competition means_ shoppers. 
Shoppers want product informa- 
tion. AL&BPM’s Dealer Products 
File gives you that information 
in concise, aceurate, readable 
form. Illustrations galore. New 
edition out in April! 




















quire excessive repair bills for 
years to come, merely because of a 
desire to hold down the original 
cost. 

“Substantial savings can be at- 
tained through the wider use of 
new building techniques which have 
been fully tested and demonstrated, 
without sacrificing standards of 
liveability and quality.” 


COMMON SENSE 


Dealer uses direct approach 
at Senate committee hearing 


JOHN F. EVERITT, lumberman 
of Enid, Oklahoma, used a direct, 
factual approach in presenting the 
industry’s low cost housing story 
to the Senate Banking and Cur- 
rency Committee recently. It seems 
apparent this type of argument for 
the accomplishments of the indus- 
try will bear more weight in the 
long run not only with government 
officials but with the public as well. 


Mr. Everitt, speaking on behalf 
of the National Retail Lumber 
Dealers Association, pointed out 
that the only impediment to the con- 
struction of low-priced homes was 
the failure of the Federal Govern- 
ment to use the powers it now pos- 
sesses to direct capital into the low- 
price housing field. 


Retail lumber dealers wanted to 
build houses that could be pur- 
chased by GI’s with no down pay- 
ment and which could be financed 
for $30. per month, Everitt explain- 
ed, but they had not been able to 
go into this type of building be- 
cause the Federal agencies control- 
ling the financial institutions did 
not consider loans on such housing 
as sound investments. 


The Federal Government is on 
the one hand demanding more hous- 
ing in the lower priced field and at 
the same time using hidden devices 
to curtail mortgage credit, he ac- 
cused. 


“These hidden activities in the 
Federal Government are largely re- 
sponsible for private industry’s 
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problems in building for the very 
lowest income groups,” said Ever- 
itt. 

As proof of his accusation he re- 
ferred to statements made by vari- 
ous government officials which have 
resulted in confusion in the minds 
of lending institutions and in the 
minds of builders. 

He then pointed out what Con- 
gress could do to provide home own- 
ership at a cost which would be 
comparable to rents that would be 
paid by people living in public hous- 
ing projects. 

“Lumber dealers,” said Everitt, 
“are responsible for over 75% of 
the homes erected in this country 
for private ownership. The large 
majority of the homes the lumber 
dealer erects is far below the $10,- 
000. level; most of them selling for 
from $4,000. to $7,500., with month- 
ly payments ranging from $28.00 
to $50.00 per month. 

“Families earning as low as $150. 
per month can buy these homes 
which are far more spacious than 


any apartment provided in public 
housing units. A person buying one 
of these homes not only acquires 
an equity in the property, but owns 
it at the end of 20 years at a cost 
comparable to what he would pay 
in rent to a public housing project,” 
Everitt concluded. 


WEST COAST MEET 


Producers elect president and 
discuss sales and conservation 


D. W. Gossard, well known sales 
manager of the White River Lum- 
ber Company, Enumclaw, Washing- 
ton, was elected president of the 
West Coast Lumbermen’s Associa- 
tion at the annual stockholders 
meeting held at Portland, January 
27 and 28. 

Gossard’s election climaxed a two- 
day discussion of industry pro- 





What gives you the best up-to-the- 
minute information on all the 
products you sell? 


AL&BPM’s Dealer Product File! 


On your desk in just two months. 











D. W. GOSSARD, of Enumelaw, Wash. 
1949 president of West Coast Lumber. 
men’s Association. 


posals to continue its intensive mer- 
chandising program aimed at main- 
taining lumber’s traditional place 
as the nation’s prime building 
material. 

H. V. Simpson, executive vice 
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Saw Makers for 
Over 60 Years 


HERE IT 1S! 


KEENEST SAW OF AIL! 


Huther Bros. 
FIRTHITE TIPPED SAW 


FOR WOOD 


TOP QUALITY PRODUCTION 


EXTRA LONG, TROUBLE-FREE 
OPERATION 


LOWER COSTS PER JOB! 


That’s what happens when your arbors are 
equipped with HUTHER Firthite Tipped Saws. 
Used on straight line rip machines, these 
blades give you a glue joint cut. Ideal for cut 
ting veneer panel stock, hard Masonite Presd- 
wood, teak, laminated plywoods and plastics. 


Don’t drag along without one —they’re easy 
to manage—easy to keep in top condition. 


Send for New 
Firthite Folder 





HUTHER BROS. SAW MFG. a 3 INC., 1290 University Ave., Rochester, N. Y. 
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Here's lumber you can really get behind and 
merchandise. Clean, straight, soft, well-man- 
*ufactured, scientifically kiln dried. Pine that 
is nice to saw and nail. Carpenters, con- 
tractors, home owners, farmers—all like and 
prefer Kinzua's famous "Quality Guaranteed" 
Ponderosa Pine. 


Try it! See it! Show it! Make more sales— 
more profitable sales—with Kinzua Pine. 





Straight or mixed cars, including 
our famous "Architect Designed” 
Ponderosa Pine window and door 
frames, mouldings, packaged trim, 
finish, bevel siding, ceiling, casing, 
base, paneling, common and Fir 
dimension and boards. 





KINZUA PINE MILLS CoO. 
KINZUA, OREGON 


© MEMBER NATIONAL DOOR MFRS. ASSN. MEMBER WESTERN PINE ASSOCIATION 
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president and Harris E. Smith, sec- 
retary, were continued as adminis- 
trative officers of the association. 
Other officers elected were: Judd 
Greenman, Oregon-American Lum- 
ber Company, vice president for 
Oregon; G. E. Karlen, Eatonville 
Lumber Company, vice president 
for Washington and Frank A. Gra- 
ham, Hills Creek Lumber Company, 


treasurer. W. B. Greeley was re- 
elected vice president. 

Among proposals adopted by the 
mill men were plans to step up na- 
tional promotion of utility grades 
of lumber; a consumer educational 
campaign to encourage the proper 
use of lumber; a cooperative pro- 
gram with retail lumbermen to help 
them in lumber sales efforts. Lum- 
bermen also decided to continue 
their public relations campaign on 
conservation, to let the general pub- 
lic know how far industry has 
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Winchester Box Company 
Winchester, Idaho 
Industrial Cut Stock and Specialty Items 

















by Ovan. 





These fcur Arkansas Counties — 
Pike, Clark, Hemstead and Nevada 
oe expected to provide Ozan’s 





continuous timber supply. 
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58 YEARS 
of PROGRESS 


Ozan's Progressive forest management policies are now 
bearing fruit in these four ARKANSAS Counties. A con- 
tinuous timber supply appears assured. Our next step is to 
build a new, modern mill to properly utilize the log out- 
put oo the thriving forests being cyclically harvested 











OZAN LUMBER CO., Prescott, Ark. 


progressed in management of jp- 
dustrial forests. 

Arthur Hood, editor of Ameri- 
can Lumberman, spoke to the West 
Coast lumber group on “Dangers 
and Opportunities Ahead for the 
Lumber Industry.”’ Speaker at the 
annual banquet was Dr. Harley 
Lutz, tax consultant for the Na- 
tional Association of Manufactur- 
ers, who discussed taxes and the 
federal budget. 


NORTHERN LUMBER 


Producers hold annual meet; 
discuss varied industry trends 


ABOUT 125 members and guests 
of the Northern Hemlock and Hard- 
wood Manufacturers Association 
met at Land o’Lakes, Wisconsin on 
February 8th to elect officers, dis- 
cuss the current business situation, 
and to consider matters of general 
interest to lumber, veneers, ply- 
wood, and flooring industries of the 
region. 

Arvey Ahonen, President, cau- 
tioned members that we were ap- 
proaching a new era of business 
and that the Association was of 
even more importance now than 
during the critical war years. 

O. T. Swan, Secretary, reviewed 
the implications of present business 
with respect to National affairs, 





Competition means_ shoppers. 
Shoppers want product informa- 
tion. AL&BPM’s Dealer Products 
File gives you that information 
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form. Illustrations galore. New 
edition out in April! 





emphasizing the point that there 
was very little opportunity for cost 
recession. He said that Wisconsin 
and Michigan lumber was largely 
sold on a short freight rate and 
that an attractive local market for 
lumber existed right here at home. 


ROUND TABLE DISCUSSION 


Kurt Stoehr, Bay de Noquet Con- 
pany, Chicago, said there was in- 
creasing hesitancy on the part of 
lumber purchasers to build up in- 
ventory at this time. This opinion 
was seconded by A. R. Copeland. 
Harvey Newell said the better 
grades of Pine and Hardwoods were 
in good demand. Juel Lee, Birds 
Eye Veneer Company, told of an 
unsatisfied demand for high quality 
and long length veneers, but the 
market on the lower grades and 
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New Specialized Plant Produces 
Highest Quality Asbestos Siding 


QUALITY and economy come surely from specialization. 
This new plant of The Asbestos Company of Texas was designed, 
engineered, and built for one specialized purpose—¢o make the finest 
asbestos siding shingles at lowest cosf. 
And that it does. 
Mustang Siding is the latest total of man’s experience in fusing 
asbestos — ‘“‘Nature’s Magic Mineral’? — with Portland cement. 
In less than two years, Mustang has become the insisted-upon name 






Mpeg 


“practically no breakage” \ N 


ittews level d ring \ for thousands of applicators and home-owners in ten states. 
ess leveling and squa p Peete 
up todo” ) It’s a superior siding shingle. 





“more uniform in size, thick- Superior for the applicator, because all shingles are alike in 

ness, color” | size, thickness, color and toughness. 
RE: cut better’’ Superior for the home-owner, because Mustang gives any 
“colors don’t fade” i home a low-cost “New Look”’ that lasts forever. 


Superior for you, as dealer or distributor . . . because 
Mustang Siding upholds your reputation for handling only 
the best. 


“please home owners” 


a 










Write for descriptive folder and price list. 


The ASBESTOS COMPANY of Texas 


ASBESTOS BUILDING MATERIALS 
P.O. BOX 1082 = HOUSTON 1, TEXAS 
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shorts was disappointing. The 
blond trend in furniture is still be- 
ing maintained which makes both 
Birch and Maple popular. 

Howard Palmquist, Marathon 
Paper Company, said no one should 
produce pulpwood without having 
definite orders for it, as all mills 
had at least a normal inventory of 
wood and there was an aversion to 
increase it. Mr. M. B. Moore, C & 
N W Railway, stated his company 
could absorb all the ties produced 
on their lines and they hope to get 
more ties in this region. 

Several ideas for labor saving 
devices were described by members. 


HOW MUCH HOUSING? 
Ability of millions to live 
better has increased demand 


JUDGED from the number. of 
units of housing available today 
compared to 1940, the American 
public is housed substantially better 
now in spite of the building lag due 
to the war years. The supply of 
non-rural housing has increased 22 
percent while the non-farm popula- 
tion has increased 18 percent over 
the same eight years. 

The Construction Industry In- 
formation Committee compiled the 
following figures to arrive at the 
above totals: ' 

“Our usable nonfarm housing 
supply now exceeds 36.3 million 
units, or 6.6 million units more than 
the 29.7 million units we had in 
1940. Within the same period, the 
nonfarm population has increased 
about 18 percent. 

“Such a comparison shows that 
we have more dwelling space per 
person than we had before the war. 
Estimates based on Bureau of the 
Census reports indicate that there 
is about 3.5 percent more dwelling 
space per person than in 1940. Yet, 
for those families looking for places 
to buy or rent at the present time, 
there are fewer available accommo- 
dations than in 1940. 

NEW FAMILIES 

“There is no paradox in our hav- 

ing more housing per person, and 





We know your last issue of the 
Dealer Product File is getting dog 
eared from use. But hold out! 
The bigger and better 1949 edition 
will be in your hands in just two 
months. 
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yet having a situation in which 
housing is harder to find. The ab- 
normal rate of new family forma- 
tion and the high income and pur- 
chasing power in the hands of 
American families have resulted in 
greater consumption of housing 
than ever before, using up more of 
the total available supply as space 
standards for the average family 
have improved. 

“A total of more than 6.7 million 
additional nonfarm dwelling units 
has been provided by the building 
industry since 1940—enough to 
supply complete housing accommo- 
dations for nearly seven cities of 
the size of Chicago. Nearly 4.9 mil- 
lion of these, or more than seven 
out of ten, have been in new struc- 
tures. The remainder, 1.8 million, 
have come from the remodeling of 
residential or nonresidential struc- 
tures to create additional dwelling 
units. 

PRIVATE FINANCE 

“Of the new construction, 4.1 mil- 
lion units, or 85 percent, have been 
privately financed. The remaining 
three-quarters of a million units 
have been provided in publicity-fin- 
anced housing, with more than 60 
percent in temporary and demount- 
able housing of the war and veter- 
ans’ emergency program. 

“While we provided 6.7 million 
units through construction opera- 
tions, an additional estimated 300,- 
000 units were brought into the 
nonfarm supply by their transfer 
from farm use, bringing the gross 
total of additions to more than 7 
million units. However, more than 
300,000 units are estimated to have 
gone out of the supply through de- 
molition, abandonment, conversion 
to nonresidential uses and catas- 
trophe, and 87,500 of the govern- 
ment temporaries and demountables 
are no longer an effective part of 
the supply. From these changes in 
the supply we have come out with 
a net increase of 6.6 million units 
over 1940.” 


SOUTHERN PINE 


Association reports progress 
on public relations program 


PROGRESS of the Southern 
Pine Association’s expanded trade 
promotion program and explana- 
tion of the efforts being made by 
Southern Pine manufacturers in 
hearings on proposed changes in 
wage and hour laws were reviewed 
February 10 at a meeting of 40 
sales representatives of Southern 
Pine mills in Hotel Bismarck, Chi- 
cago. The meeting was called by 
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the SPA in conjunction with the 
annual convention of the Illinois 
Lumber and Material Dealers Asggo- 
ciation and was one of a series of 
such gatherings which the Associa- 
tion is holding in other states. 

W. H. O’Brien, Trade Promotion 
Manager of the Southern Pine As. 
sociation, detailed an account of 
activities by the expanded program 
of his division started about a year 
and a half ago. H. C. Berikes, Sec. 
retary of the Southern Pine Indus- 
try Committee, just returned from 
Washington, brought the pine sales- 
men up to date on the industry’s 
fight against an increase in the 
minimum wage and other phases of 
the law, insofar as they concern the 
pine industry. 

Mr. O’Brien called attention to 
the progress that has been made 
in dealer cooperation, particularly 
of field representatives working 
among colleges and schools, and by 
personal contacts with architects, 
engineers and other specifiers, dis- 
tribution of mats and booklets, and 
other help which has been de- 
veloped since the expanded trade 
promotion program went into ac- 
tion. He displayed a series of ad- 
vertisements which SPA is running 
in various publications and exhibit- 
ed, as well, the first time, a new 
publication entitled “Modern Tim- 
ber Engineering,” a textbook for 
engineering schools and colleges, as 
well as a reference book for practic- 
ing engineers. 

Another activity which Mr. 
O’Brien discussed was the quality 
improvement program by which the 
SPA is endeavoring to encourage 
all manufacturers of Southern Pine 
to be more particular in all stages 
of manufacturing, seasoning, and 
shipping Southern Pine. He ap- 
pealed to the salesmen to recognize 
that the success of this progress 
of the SPA was dependent upon 
their cooperation. 

Mr. Berckes told the salesmen of 
the effective presentation which a 
number of manufacturers of South- 
ern Pine had made before the Com- 
mittee on Education and Labor of 
the House, which is actively work- 
ing on the proposed revision of the 
wage and hour laws. 
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CROSSED FINGERS: Washington is loud with 
contradictory guesses about price jiggles and what 
they mean; whether it’s a general slide or merely 
the shaking down of some out-of-line selling figures. 
Men who ought to know say there's nothing that 
looks like a bad bump. The current price break is 
hardly as sharp as that of a year ago; but the ex- 
perts watch the returns and keep the back door 
open, just in case. 


BASIC INDUSTRIES hold up well, in production 
and in market prices. Industrial building has been 
cut back a little. Five percent or less, though the 
figure varies in different areas. This indicates little 
fear of the future on the part of the industrialists. 
Some union contracts are being signed for increased 
wages. And while the BLS figures show the cost 
of living to be lower, the reduction at this writing 
is about three points. 


LOWER FARM PRICES cause the most worry, lest 
they undercut the whole price structure. A mid- 
western farmer, known to this page, sold his ‘47 
con on the open market for $2.25 a bushel. Best 
open-market offer for his ‘48 corn is 80 cents a 
bushel. Operating costs have declined 4 percent. 
Price of his principal crop has declined 64 percent. 
Not too much farm building in prospect on that 
ratio. Not too much farm market for anything. 


GRAIN STORAGE: The NRLDA, after extensive 
investigation, states that additional grain-storage 
lacilities are going to be provided. Stored corn, of 
course, would bring much more than the 80-cent 
net open-market offer mentioned above. Agriculture 
estimates the needed new storage facilities at one 
billion bushels. The NRLDA opposes allocation of 
steel for this purpose; holds that lumber is available 
and well suited to such construction. 


RETAIL SALES are a little lower in volume. A 
mail-order house reports its January sales 11 per- 
cent less than a year ago; due partly to buyer resist- 
ance, partly to lowered buying power of farmers. 
Capital retail food prices are down very little, com- 
pared with the reduction of wholesale prices. 
Smaller volume, due to buyer resistance, increases 
retail distribution costs and so devours the added 
gross profit margin. 


“KEYNESIAN ECONOMICS”: You're going to 
hear a lot of that word, if you don’t look out. It 
Means the theories of John Maynard Keynes, the 
Eng!'sh economist; ideas that are more or less fol- 
lowed by the Truman advisers. Too complicated for 
mors than mention here; but it means generally the 
keeping of the economy in balance by government 
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action. It explains the current government request 
for price controls, at a time when prices are gen- 
erally declining. 


LACK OF BALANCE, say the Keynesians, is the 
primrose path to the big bust. The way to prevent 
the dip in the cycle is to keep incomes, prices, in- 
dustrial production and farm surpluses in operating 
equality; making use not only of price and produc- 
tion controls but also of taxation and credit man- 
agement. You believe in this theory or you don't; 
but unless you know about it the current show in 
Washington isn't going to look so plausible. 


LABOR & TAXATION are to be the big whistles 
of this Congressional session. Senator George and 
Representative Doughton, a pair of tough old fiscal 
experts, want to put off monkeying with taxes until 
they see how far the price recession is to go. Be- 
lieve it or not, this is a Keynesian idea: Don't tax 
spending money away from the customers when it’s 
needed to bolster the country’s retail markets. 


TAFT-HARTLEY: It still looks as though the name 
of the law might be changed but that a lot of the 
T-H provisions would linger on. Sure enough, ex- 
cept for civil rights and the four-billions in new 
taxes, the President is going to get quite a lot of 
his program enacted into law. But there'll be a 
storm of amendments, some of which will stick. 
It'll be a gaudy fight over labor legislation. 


HOUSING LEGISLATION: It's generally held in 
the capital that public housing legislation will be 
passed. A lot of bills have been introduced, many 
of them almost identical. In fact there isn't too 
much difference between the Administration bill 
and the provisions the Republican leaders are spon- 
soring. The vague fears of a recession will make all 
spending bills easier to pass. 

HOUSING STARTS: Picture looks about the same. 
January starts were fewer than in December but 
were pretty good. Trend seems downward, with 
builders holding off to see how the unsold re- 
mainder of houses built in ‘48 make out. The smart 
money says the season will be slow in the spring 
but will pick up in the summer. Building costs are 
a little lower. Declines in lumber prices and a rise 
in worker efficiency. 


REGULATION W: Quite a few business men are 
trying to soften up the restrictions on installment 
terms and down payments. The idea is that Regu- 
lation W, rather than buyer cussedness, is putting 
the slug on sales of refrigerators, television sets, 
cars and such. There's official reluctance about re- 
laxing the rules, until the entire industry involved 
is in plentiful supply; not just a few companies. 
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ADVERTISEMENTS CAN EDUCATE TOO! 


Trade journal advertising is and should be 
more than just a source of what and where-to- 
buy-it information. Nearly every advertisement 
today contains information vital to the adequate 
training of retail sales people and executives. 


Ever since we printed the 60 things* a re- 
tail salesman and his manager should know 
about the products they sell, increasing num- 
bers of the industry leaders are expressing con- 
cern over the tremendous educational and train- 
ing job yet to be done. 


Many dealer’s price books now list up to 2,000 
items of saleable merchandise. To secure the 
selling knowledge required about each item is 
a detailed problem in education and training. 
The advertising pages of trade publications can 
lessen this burden. 


Manufacturers and wholesalers in increasing 
numbers are accepting their responsibility to 
provide much of the needed training data to 
their dealers. They have found that their 
business paper advertising is a speedy, effec- 
tive and low-cost method of providing such 
data. 


Not only do their ads tell what, where and 
why to buy their products, but much addi- 
tional selling information is included, thus in- 
creasing the advertisement’s normal pulling 
power. 


An analysis of the 135 advertisements in this 
issue will reveal educational data concerning 


*AL&BPM, Aug. 28,'48, Page 21 —AL&BPM, Nov. 6,'48, Page 57 


Plus values are to be found in a study of the advertising pages of a merchandising business paper 


over 400 items of saleable merchandise and cost- 
saving equipment. Among the kinds of prod- 
ucts knowledge to be found on the advertising 
pages of a typical issue of the AMERICAN LuM- 
BERMAN & BurLpinc Propucts MERCHANDISER 
are the following: 


Product features and advantages; customer 
uses; types of markets; consumer benefits; 
proofs of quality; profit opportunities; selling 
pointers; local selling and advertising aids; 
product ingredients and sizes, styles, colors, 
shapes; how to operate and install products; 
cost details; how to demonstrate and display; 
how to store and handle; reasons why people 
buy; how dealers can lower costs and increase 
sales, and many others. 


How uninformed this industry would be with- 
out such advertising! 


The dealer who is aware of the tremendous 
need for employe education and training will 
make certain that every man in the organiza- 
tion who has occasion to sell and service cus- 
tomers will read and study the advertising as 
well as the editorial pages of his merchandising 
paper. 


EDITOR. 


February 26, 1949, AMERICAN LUMBERMAN & 





gee 








Set u 
full ; 


appe: 
mode 
Alun 
alum 
perm 
gutte 
into 
you 
mak 
you | 
Reyn 
Divis 





& 
rotits are 














REYNOLDS 
REFLECTIVE INSULATION 





peal fe) 





nes 
ome 
os 
— 
ss 
poner 
a 
exes 

















Lip 





a 





r 


























| , r }\ 
i ‘ 4 
ie \ | 
| ' oe 
fa 
\ : " | 
‘ 
* i 
mel 1 | 
a — = ' 
Set up an Aluminum Department and get the a 


full advantage of aluminum’s bright sales 

appeal. The mass display shows how big aluminum is in 
modern building. And each product helps sell the other. 
Aluminum insulation sells the heat-reflectivity of all 
aluminum roofing and siding. Gutters sell rustproof 
permanence...and at about half the price of other rustproof 
gutters. Windows show the top engineering that goes 

into the whole line. And all your accessories are there... 
you sell complete installations. Let this “aluminum corner”’ 
make money for you...our representative will glady help 
you set it up. 





Reynolds Metals Company, Building Products 
Division, Louisville 1, Ky., offices in 32 principal cities. 
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WORLD'S LARGEST PRODUCER OF ALUMINUM BUILDING PRODUCTS 
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Exclusive Stipple-Embossed: 





Corrugated, 5-V Crimp, Snap-Seal 
Roofing, Weatherboard Siding 


O. G. and Half-Round: 
Gutters and Downspouts 





Reflective Insulation + Built-Up Roofing 
Windows ° __ Industrial Corrugated 
Alumi-Drome + Architectural Shapes 
Nails + Flashing * Complete Accessories 


Reynolds Metals Company, 


Building Products Division, 
2002 South Ninth St., Louisville 1, Ky. 


Tell me more about your Aluminum Depart- 


ment set-up. 


My Jobber’s name is 

















My name_ Z 





Address___- 
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Cover: J. M. Wilcox, Sr., 
and J. M. Wilcox, Jr. 


$100,000 Texas 


Store Offers One-Stop Service 





J. M. WILCOX, Jr., 


vice-president 


J. M. WILCOX, Sr., 
president 





R. M. LOWE, . manager, 


paint department 


GRADY LUNA, general 


yard superintendent 





Capsule History of J. M. Wilcox and Company 


First year's sales (1913) rung up by Mr. Wilcox totaled 
$12,000; the company's annual volume now is close to a 
million dollars. 


The only employe then was a Negro mule driver; today 
44 experts in Building materials are on the Wilcox pay- 
roll. Lumber deliveries were made by mule and wagon; 
today a fleet of trucks including four tractor trailers 
speed deliveries to scores of Wilcox-supplied jobs. The 
company's sales are departmentalized today as follows: 
lumber and building materials, paint and appliances. 
Sales in these departments for the last fiscal year were: 

Lumber and building materials....... .. $651,079.25 


RS EP ASP ere enn ae 178,906.55 
Appliances (two months) 17,810.42 
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OMPLETE ONE-STOP SERVICE for the home 

builder and remodeler is available with the 
opening of one of the southwest’s newest building 
materials stores, a “home department store,” by the 
J. M. Wilcox Co., Dallas, Tex. 


The opening of this beautiful $100,000 merchandis- 
ing establishment is a tribute to a true Master Mer- 
chant, J. M. Wilcox, Sr., who founded the company 35 
years ago and has been a pioneer in the development 
of that part of Dallas in which the store is located. 


Two special sections of the Dallas Morning News and 
The Daily Times Herald filled with 14 pages of edi- 
torial and advertising material dramatized the story 
of the new Wilcox store and services for newspaper 
readers throughout the southwest. 


The two-story store (70x70) is full of merchandis- 
ing ideas. Plate glass windows extend along the en- 
tire front of the store. Exterior construction is of 
marble, Austin stone and brick. Entrance to the dis- 
play room is through double full-view glass doors. The 
store is fireproof and air conditioned for summer and 
winter weather; the interior is plastered and the ceil- 
ing is acoustically treated. 


DEPARTMENTALIZED DISPLAYS 


One of the most striking features of the sales floor 
layout is the departmentalized display of building 
materials and appliances in separate booths along the 
walls of the store. Special displays of roofing, wall 
boards, tile boards, wood paneling, flooring materials, 
millwork and paints are announced by neat cutout 
signs over each booth. 


Insulation displays show the correct method of ap- 
plication and the fuel savings resulting from installa- 
tion. The millwork section includes more than a score 
of doors and screen door grilles, each set into an in- 
dividual storage channel in the display booth. The 
paint booth supplements the Wilcox paint and wall- 
paper store located just around the corner. 


Store fixtures are blond birch and include numerous 
island displays with storage beneath, wall booths and 
glass showcases. A glass showcase separates the 
main display area from the sales offices. 


Major displays of kitchen equipment and appliances 
are attractively arranged to stimulate sales. For ex- 
ample, the all-electric kitchen includes an electric dish 
washer, disposal unit and metal cabinets with - auto- 
matic lights inside. Adjoining the kitchen is a com- 
plete laundry including an automatic washing machine, 
dryer_and ironer; an all-electric water heater supplies 
water to both the automatic washing machine and 
dishwasher, making possible the demonstration of 
these machines at the point of sale. 

Other appliances include television sets, connected 
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Home prospects can visit their architect—see 
each basic building and appliance attrac- 
tively displayed in separate booths—arrange 
their financing—and all under one roof of 
the Dallas store of Master Merchant J. M. 
Wilcox, Sr. 
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TRUCK FLEET includes four tractor trailers. Each of these 
trucks is equipped with two trailers—one is loaded while the 
other makes deliveries. 


for demonstration purposes; refrigerators, radios, 
waffle irons, toasters and vacuum cleaners. 


HOME PLANNING BUREAU 


The company’s new Home Planning Service Bureau 
occupies the second floor of the two-story structure. 
A separate street level entrance labeled “Home Plan- 


foe 


DEPARTMENTALIZED DISPLAY of building materials along 
the store walls are announced by smart signs over each display 
booth. Store fixtures are blond birch. 


ning Bureau” enables home and remodeling prospects 
to go directly to the second floor where they are met 
by Roy Merritt, sales manager of the bureau who has 
had wide experience in home planning, home building, 
remodeling, financing and real estate development. 


The Home Planning Bureau is equipped with a com- 
plete library of building and remodeling plans. These 
are explained by Mr. Merritt, who has already secured 
a good idea of the size, type and price of home desired. 
If it is a custom-designed home, Mr. Merritt will in- 
troduce the prospects to E. L. La Foy,. president of 
the La Foy Corp., a firm of architects with headquar- 
ters in the Home Planning Bureau. Mr. La Foy, who 
has. been associated with the Wilcox Co. for 11 years, 


BuitpING Propucts MERCHANDISER 





STORE FRONT of plate glass opens the interior to scores of 
attractive displays. Door, right, is entrance to second floor 
Home Planning Bureau where home builders receive profes- 
sional architectural advice. Entire store is air conditioned. 


recently completed a Dallas project of two and three- 
bedroom cottage duplexes. 

When the blueprints are ready, Mr. La Foy will ex- 
plain the construction details to the home buyer. The 
company will secure a reliable contractor, arrange 
financing details and supervise construction so that 
the home builders interests are represented on the 
job. All the services described here are made with- 
out charge to the customer. 

Thirty-five years ago Wilcox lumber deliveries were 
made by a single stubborn mule. Today the company’s 
modern trucking fleet includes four tractor trucks, 
each equipped with two trailers; one trailer is loaded 
while another is making deliveries. Mechanical han- 
dling equipment is utilized in the company’s newest 
two-story steel warehouse (80x160). 


ENCOURAGED CIVIC DEVELOPMENT 


Mr. Wilcox, who helped develop the Knox Street 
shopping area from an unpaved section of the city into 
an enterprising business neighborhood, joined his 
father in the lumber business in McKinney after be- 
ing graduated from Baylor University. After seven 
years in McKinney, Mr. Wilcox, the son, moved to 
Dallas to establish his own company. 

J. M. Wilcox, Jr., vice-president of the company, 
joined his father’s firm after graduation from South- 
ern Methodist University. He has been active in the 
company’s expansion program. 

Official opening of the new store was a gala event. 
A delegation from the Knox Street Business Men’s 
Association offered congratulations to Master Mer- 
chant Wilcox. A 30-minute broadcast told the story 
of the Wilcox organization and its new home depart- 
ment store to radio listeners. Over $2,000 worth of 
valuable prizes were given away on opening day. 





Mr. and Mrs. Dallas Call at the 
Wilcox Home Planning Bureau 





STEP-BY-STEP, photos on the following pages 
show the treatment Mr. and Mrs. Dallas receive 
when they call at the Wilcox Home Planning 
Bureau with their building problem. This new 
Wilcox department, staffed by experts, occupies 
the entire second story of the $100,000 store. 
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Mr. and Mrs. Dallas Call at the Wilcox 


Home Planning Bureau 


store, has a wide variety of wallpaper designs 
to show his prospects. 


3 | ROBERT N. HILL, assistant manager of the paint 





ROY MERRITT, sales manager of the bureau, 
discusses plans with the prospects. He deter- 
mines the type, size and price of home desired, 
explains pertinent information available in the 
firm's library of building plans. 


SALESMAN JOE RATCLIFFE demonstrates 
door hardware. Quality materials are shown in 
every department. 


ong 
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E. L. LA FOY, president of a firm of architects 
located on the same floor, is prepared to draw 
custom plans for Mr. and Mrs. Dallas. Mr. La 
Foy, who has been associated with the Wilcox 
Co. for || years, recently built several cottage 
duplexes. 
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W. E. FIELDS, head of the appliance depariment, 
demonstrates an all-electric kitchen. Appliances, 
a new department for the Wilcox concern, rung 
up over $17,000 in sales the first two months. 
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MANTEL | and. fireplace equipment occupies 


one section of the special millwork booth. 





MR. AND MRS. DALLAS see kiln-dried lumber 
being loaded for delivery to their home site. 
Structure in background, recently completed, is 
the new Wilcox two-story steel warehouse. 











O. T. RUSHING, salesman in the home service <4 Selo nit 
‘¥ department, explains that the work of iron crafts- 

men have made screen door grilles more attrac- 

tive. 
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TEMPLE LUMBER CO., which op- 
erates 32 retail yards from the Red 
River to the Rio Grande in Texas, 
opened one of the largest and finest 
yards in the southwest last month in 
Houston. Over 10,000 visitors walked 
around the 2'% acres of paved yards, 








EXTERIOR is faced with brick. Huge glare- 
proof zig-zag windows look in upon beautiful 
island displays. Sales offices consisting of 7,000 
square feet of floor space are completely air 
conditioned. Nearby property is landscaped 
with trees, shrubs and flowers. 


CURVING retail sales desk (below) is used to 
display cabinet hardware, lumber samples and 
paint placards. Salesman A. E. Robinson (fore- 
ground) is waiting on Arthur Rohsner while 
Rosejoy Carpenter looks over some sample 
colors. 
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OVERALL VIEW of the main display room (above). Flooring 
is light gray rubber tile. Walls are either textoned sheetrock, 
Weldtex or hardwood paneling. Chairs and lounges are done 
in various shades of soft gray. Illumination is by indirect fluor- 
escent lighting. 


NEAT HARDWARE DISPLAY CABINET (belaw) is in 
keeping with the other attractive displays in the store. Sales- 
man W. F. McCarthy talks over a building problem with C. V. 
Tamborello. 


rials 


ONE-STOP SERVICE has been a feature of Temple * ow 
Lumber Co. since 1914. D. M. Nichols (below), assistant j fat. mat 
manager of the retail department, is shown with Mary- 

anne Jackson, discussing plans for a new home. Temple 

Lumber Co. will offer building plans, secure the services 

of competent contractors, handle the financing and fur- 

nish all materials. 
















































. e Beauty, efficiency and comfort 
4a) g combined in Temple Lumber Com- 
pany’s new yard in Houston, Tex. 


1 Op- warehouses and store in two days of open house dur- ‘ 
| Red ing which $2,200 in prizes were given away. 

exas, One-stop service has been the company’s by-word 

finest since it was founded 35 years ago. As progressive 

th in merchandisers, Temple Lumber Co. uses radio, out- 

alked door advertising and newspaper advertising to tell its 

‘ards, story. A weekly 10-inch ad in the Houston news- 


papers emphasizes One-Stop Service. The radio pro- 
gram consists of a 15-minute newscast sponsorship, 
Ten bulletin boards are strategically located on each 
of the main highways entering Houston. 

Arthur Temple is president of the company. S. F. 
Styles, vice-president and general manager of the or- 
ganization, is a former president of the Lumbermen’s 
Association of Texas. Malcolm McCulloch is man- 
ager of the new yard; D. G. McNair is assistant gen- 
eral manager; A. L. Melton is yard foreman and ship- 
ping clerk and Wm. C. Hinkle is purchasing agent. 














Ae SE AE! SHEDS are steel construction and fireproof. A _ rail- 
road spur extends 300 feet under the north wing of 
the sheds and can accommodate seven railroad cars 
at one time. All loading and unloading is done under 
cover. The entire yard is paved. 
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WAREHOUSE (above) can accommodate 30 cars of building mate- 
rials—sash, doors, plywood, nails, roofing, flooring, cement, etc. at 
one time. Lumber sheds are large enough to store 3,000,000 board 
feet of lumber. Lift trucks speed the storage and delivery of 
materials. 





OFFICIALS at the opening of the new Temple 
lumber yard, left to right, E. G. Prud’homme, 
vice-president and manager, Pineland mill; 
Arthur Temple, seated, president; S. F. Styles, 
vice-president and general manager. 





PAINT is a major department at Temple Lum- 
ber Co. Wayne McCluskey, left, discusses 
merits of a particular brand with Aubrey Mel- 
ton. Glenn Carter in the background is filling 
a hardware order for a house bill. 
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PROMOTION STAND HELPS 
SELL REMODELING JOBS 


Attractive exhibit receives 
prestige of bank lobby space 


GOOD PROMOTION is neces- 
sary to sell remodeling jobs. News- 
papers, direct mail and billboards 
are used to advantage by many 
dealers. 


In Chicago, the Gee Lumber & 
Coal Co. has developed its own dis- 
play that illustrates the range of 
its remodeling activities. Three 
remodeling displays like the one 
shown with this issue are kept in 
circulation by the company. 


Banks, savings and loan associa- 
tions, and similar institutions 
grant Gee the privilege of display. 
The financial backing of these 


THREE displays like this have resulted 
in many remodeling jobs. 





PRICE-MARKED PANELS SPUR REMODELING JOBS 


Make every item you sell tell a strong sales story 


EVERY MER- 
CHANDISING- 
MINDED dealer in- 
corporates the prod- 
ucts he sells in the 
construction of his 
own store and yard. 
Oftentimes, as in the 
case of paneling, the 
product may appeal 





to the customer’s eye 
but he still doesn’t 
know what it is. 
Whenever the item 
can be labeled and 
priced as well as dem- 
onstrated, sales re- 
sistance is lowered 
and customer interest 
is stimulated. Many 





LABELED panels help sell rem 





a 


odeling jobs. 


dealers, especially those who are building new stores or remodeling pres- 
ent ones, are facing their walls with beautiful paneling. The customer 


thinks it is beautiful. 
for each panel? 
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Why not label, price and suggest consumer uses 
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establishments creates confidence 
in the mind of the consumer and 
prestige for Gee Lumber & Coai Co, 








The display contains sample 
sheets of walnut, mahogany, pesky 
cypress, knotty pine, cedar ply- 





wood, birdseye maple and korina 
wood. Excellent before-and-after 
photographs of porch, kitchen, 
basement and other jobs effectively 






EVERY CUSTOMER HAS A 
NUMBER AT DOUGHERTY'S 









This system saves time; it's 
also easier on the nerves 






HAVE YOU EVER had someone 
edge in line ahead of you at a 
ticket window, the grocery counter 
or elsewhere? Probably it ruffled 
your feelings, put you in a bad 
frame of mind, although the man- 
agement itself was not directly to 
blame. 










Many consumer places of busi- 
ness avoid this situation by issuing 
numbered discs or placards, espe- 































































ERNEST HARTINGER (right), tally 
man at Dougherty’s, receives a numbered 
disc from a customer. 





cially on Saturdays and other busy 
days. Customers realize they will 
be waited.on in turn. 





Dougherty’s in Cleveland, Ohio, 
utilizes. this system on Saturday 
mornings. Shop and yard custom- 
ers pick up a numbered disc in the 
retail store, then take it out back 
to the foremen. Discs are hung 
on a special board (illustrated) for 
that purpose when the sale is com- 
pleted. 
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To Work | 


A display made can from full sized 
materials can be a potent selling point 
where roofing is concerned. The sales- 
man trained to use such a display will 
gain his prospects confidence by showing 
how good products will make a better 
roof—and why a good roof is necessary. 
In a display like this, the salesman can 
show how leaks occur, where the damage 
will result, and why his roofing will 
prevent leaks. The small drawing shows 
how such a display might look in a store. 


Roofing has often been 


undersold — there are displays that the 


salesman can use to gain customer confidence and help 
overcome the “put in place” advantage of the applicator 


i” there is one place where the re- 
tail dealer meets outside com- 
petition head on, it is in selling 
roofing. That competition is the 
well known applicator, who, 
whether we like it or not, offers the 
customer a definite service in the 
form of a new roof put in place. 
As we all know, the applicator is 
often tough competition. Most deal- 
ers, at least yet, are not meeting 
him on his own terms of applying 
roofs. But fortunately, this is not 
necessary. What is necessary to 
meet competition, is a better use of 
the display and merchandising pos- 
sibilities inherent in roofing prod- 
ucts. 

The accompanying sketch shows 
how to make one of the best pos- 
sible displays to sell roofing. It is 
a section of wall and roof made 
from full size materials. The 
height of wall can be cut to fit in 
the show room. The roof area can 
be big or small depending on the 
Space available. 


The important thing is have the 
section opened up so that the pros- 


Buitpinc Propucts MERCHANDISER 


pect can see the framing, the roof 
boards, paper, how the shingles lap 
each other, and how they are held 
down. Proper stud, plate and 
rafter construction and correct ap- 
plication of insulation can be shown 
on the same display. 


ILLUSTRATE REASONS 

But it is how the salesman uses 
the display at the point of sale that 
will make it valuable. After he 
has explained to the prospect the 
weight, construction, color choices 
and other features of the roofing in 
question, he switches his attention 
to the full size display to explain 


‘why his roofing will do a satisfac- 


tory job of protecting the house or 
barn. He points out the lap, the 
interlocking features, the mastic or 
self-clinching device that holds the 
ends down. He talks persuasively 
about the value of weight per 
square and can show how it affects 
each shingle in place on the roof. 
The best of these displays use 
printed cards that name and point 
out with arrows the features the 
salesman will cover in his talk. 


Put Your Roofing Display 
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ELEVATION 


The salesman, in this type sell- 
ing, is not giving a brief course in 
good construction methods. He is 
making use of good construction 
methods and materials to build con- 
fidence in his prospect. He employs 
the same psychology the clothing 
salesman uses when he holds up a 
pair of pants to the light to show 
the tight weave. It makes the 
prospect feel that the salesman 
knows what he is talking about and 
that the product has quality. 


EXPLAIN WHY 

There are a number of other dis- 
plays that build confidence. The 
large illustration shows one manu- 
facturer’s display designed to show 
how shingles lap and interlock. Flat 
on the counter, this display is a 
photo of shingles in place. Held up 
to the light, the lap and locking 
method show through clearly. Here 
again, much depends on the sales- 
man. To get the most out of the 
display, he must follow through 
with an explanation of why the 
various features are built into the 
shingles he is selling, using the pic- 
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Simple how-to-it displays can help make sales. The point is 
not to give the prospect a construction course but to show him 
you handle good products. 








ture held up to the light to illus- 
trate his points. 

The hanging of a number of 
shingles together by the locking 
tabs and dangling them to show 
how they hold together is another 
display device to accomplish con- 
fidence and prove value. This dis- 
play also requires a clear explana- 
tion from the salesman. 


SELLING QUALITY 

No display of this kind is worth 
its weight in salt as a mere atten- 
tion getter. They are designed to 
build confidence by showing why a 
product will do the job it is sup- 
posed to do. This throws the bur- 
den on the salesman to be prepared 
to give a clear, simple explanation 
of the whys and wherefores as he 
points to each feature on the dis- 
play. 

Roofing manufacturers are pre- 
paring many additional displays of 
this nature to help the dealer. Prop- 
erly understood and properly used, 
they can be a potent force in com- 
bating competition in the roofing 
field. 

One of the biggest selling points 
of asphalt shingles is color; yet it 


This counter display illustrates a shin- 
gle roof when held flat. When held up 
to the light, as in the big photo, the lap 
and interlocking features of the shingles 
can be seen. The well trained salesman 
can use this display effectively to sell the 
value of buying quality materials. 
Photos courtesy the Ruberoid Company 





is rare that color is used to full ad- 
vantage. The photo of shingles 
used in a window display illustrates 
how the window dresser’s art can 
use shingles and allied roofing prod- 
ucts to make a truly attractive 
display. 

Too often, the standard shingle 
panels have been thought of as dis- 
plays. Actually they are samples 
to show various colors. It takes 
displays like the one shown in the 
photo to make the prospect want to 
buy shing]les—specifically your 
shingles. 

USING COLOR 


Outdoor weather panels of 
shingles can be good point of sale 
displays. But only if they are in- 
cluded in the salesman’s selling talk 
to the prospect. Only rarely does 
the salesman actually take the pros- 
pect out to the display, whére he 
can point out that color has stood 
the test of weather and that the 
lav has kept out water. 


When displays as_ suggested 


Color is important on a roof. Displays that make attractive 
use of the color possibilities in shingles can both attract pros. 
pects and help make sales. 


+L PABALAY 
PA PATS EVAL :S 
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Old American 
ASPHALT SHINGLES 


BEAUTY 
FIRE-RAPETY 











above are set up in the store and 
then used by the salesmen to prove 
his story about quality, value and 
color, he can then give the prospect 
manufacturer’s literature to study 
with the expectation that the pros- 
pect will do more than look at the 
pictures. He will continue to sell 
himself because he will know what 
points are important in obtaining a 
good roof. And, needless to say, 
competing salesmen are going to 
have to supply real product knowl- 
edge if they hope to make a sale. 

















The same story holds true in the 
farm picture, not only for wood, 
asphalt and asbestos shingles, but 
for metal roofing also. A display 
of metal roofing in the yard that 
shows a farmer how the lap is de- 
signed to shed water, and the sales- 
man who uses the display to illus- 
trate his points, goes a long way 
toward building customer  confi- 
dence. 

Although confidence should be a 
potent talking point in selling roof- 
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ing, many dealers have seen job 
after job go to itinerent applica- 
tors. The dealer’s plea that he will 
guarantee his roofing and will be on 
the scene to make good the guaran- 
tee has apparently had no affect on 
the customer. The itinerent appli- 
eator has gotten the business re- 
gardless of guarantees and the 
dealer has been at a loss to explain 
why. 

Many times the explanation can 
be found in the fact the dealer has 
expected a few sample shingles plus 
a guarantee of satisfaction to do 


his selling for him. And just as 
often this type of selling has been 
inadequate. It has not been as im- 
portant to the customer as the in- 
stalling service which the applica- 
tor offered. 

But by putting up illustrative 
displays such as suggested here, 
and then training his salesmen to 
use these displays aggressively in 
selling the why and wherefore of 
quality, the dealer can go a long 
way toward meeting competition 
that offers application along with 
the product. 





News of National Interest from Organized Dealer Groups 





Covering the Conventions 


WESTERN CONVENTION 


Dealers top all past records 
for attendance at Seattle 


RETAIL lumber dealers of Idaho, 


Washington and Oregon turned out 


in record numbers to attend the 
46th annual convention of the 
Western Retail Lumbermens Asso- 
ciation at Seattle on January 
27-28-29. 

Speakers of particular interest 
were Algerdas N. Cheledan, Los 
Angeles attorney who spoke on citi- 
zenship, Senator Harry P. Cain, 
and A. A. Hood, editor of AL&BPM. 

Senator Cain took the occasion to 
make the first public announcement 
of his proposed housing bill which 
would, in essence, place the control 
of any government housing in the 
hands of local governments rather 
than in the hands of a federal bu- 
reau. 

Mr. Hood conducted a merchan- 
dising panel in which eight experts 
from all fields affecting retail oper- 
ation first stated their respective 
beliefs and then took on a question 
and answer period. Many inter- 





Burpinc Propucts MERCHANDISER 


esting selling problems were pulled 
into the open and thoroughly dis- 
cussed. 

Kent Rubow of the Home Lum- 
ber & Coal Company, Boise, Idaho, 
was elected president of the group 
for 1949. 





W. C. Bell, secretary of the Western Re- 


tail Lumbermens Association. 





Axel Becker, new president of Michigan 
Retail Lumber Dealers Association. 


MICHIGAN RETAILERS 


Convention surpasses previous 
ones in attendance and exhibits 


MICHIGAN retail lumbermen 
turned out in record numbers to 
swell total attendance to over 2,000 
at the 60th annual convention of 
the Michigan Retail Lumber Deal- 
ers Association, held this year at 
Grand Rapids. 

The quality of the speakers and 
exhibits, and dealer interest in find- 
ing solutions to increasing selling 
and merchandising problems, were 
in part responsible for the ‘high 
number of dealers present. 

Axel Becker of the Wolverine 
Lumber and Supply Company, Mon- 
roe, Mich., was elected president of 
the group to succeed Edwin F. 
Westover. 

Other officers elected included: 
Lester Essenburg, 1st vice-presi- 
dent; Walter Peacock, 2nd vice- 
president; Norman B. Cove, treas- 
urer; Hunter M. Gaines, secretary; 
Donald J. Moe, assistant secretary; 
and Donald P. Schuur, counsel. 


DENVER MEET 


AL&BPM Dealer Survey is 
a convention highlight 


MOUNTAIN States lumbermen 
met in Denver February 9-10-11 at 
the 56th annual convention of the 
Mountain States Lumber Dealers 
Association. Business meetings 
were devoted to coming selling 
problems, educational sessions in- 
cluding industry films which showed 
manufacturing processes. 

The AL&BPM Survey of Dealer 
Practices was conducted among the 
dealers to determine to what de- 
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dent of the Illinois group. 





gree 
tices 
group. 

All officers were re-elected, in- 
cluding W. P. Harley, J. C. Bald- 
ridge Lumber Co., Albuquerque, 
N. M., president; C. A. Wangberg, 
Crissey & Fowler Lumber Co., Colo- 
rado Springs, Colo., vice-president; 
and J. V. Smith, Denver, secretary- 
treasurer. 


latest merchandising prac- 
have been adopted by the 





J. V. Smith, secretary of the Mountain 
States Lumber Dealers Association. 


CONVENTION HILIGHTS 


Illinois dealers instructed 
on business picture for '49 


RECORD numbers of retail lum- 
bermen attended the 1949 conven- 
tion of the Illinois Lumber and Ma- 
terial Dealers Association, held 
February 8-9-10 at the Hotel Sher- 
man, Chicago. 

Feature speakers included Gates 
Ferguson, of the Celotex Company, 
W. V. Simpson of the West Coast 
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In the left hand photo, left to right, are: J. D. McCarthy, sec- 
retary, Illinois Lumber and Material Dealers Association; 
H. R. (Cotton) Northup, executive vice-president, NRLDA; Cy 
Sweet, president, NRLDA; and J. W. McConnell, 1949, presi- 
In the right hand photo are the 
bond winners picked in conjunction with the Survey of Dealer 


Lumbermens Association, and Roy 
Wenzlick, real estate analyst. 


Robert Russell, AL&BPM man- 
aging editor, reporting the results 
of a survey of dealer practices, 
showed that Illinois dealers are 
among the forefront of the coun- 
try’s building materials merchan- 
disers. 


The convention program was 
keyed to help dealers prepare for 
the selling market that is already 
rapidly overtaking them. Manu- 
facturers displays offered many ad- 
vanced selling hints. 


TOP ATTENDANCE 


Western 
meet 


Pennsylvania 
stresses sales 


The Lumber Dealers Association 
of Western Pennsylvania brought 
another successful convention to a 
close with a gala banquet and en- 
tertainment program on February 
3. With the highest attendance in 
many years (nearly 900 registered) 
the Hotel William Penn was filled 
to overflowing. 


Upwards of seventy exhibits 
added color and interest to the two- 
day meeting which began February 
2. President Marlyn R. Fetterolf 
in his opening address stressed the 
need for a _ rejuvenated lumber 
sales policy and more attention to 
public relations especially with re- 
spect to emphasizing the fact that 
lumber cost is by no means the 
chief causative factor in keeping 
housing costs at a high level. 


Featured speakers included C. A. 
Luce, West Coast Lumbermens As- 
sociation; George M. Fuller, N.L.- 
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Selling Practices. 
Grimes, Fred A. Smith Lumber Co., Lena; C. E. Brock, Con. 
struction Materials Co., Mattoon; and Kenneth T. Stiers, Hunter 
Lumber Co., Chillicothe. James L. Watson, 1948 president of 
the association, poses with the group. 


Left to right the winners are: Duain D, 





M.A.; Carl S. Marty, Kimberly- 
Clark Corporation; Harold K. Wil- 
son, Douglas Fir Plywood Associa- 
tion; W. W. Woodbridge, Red 
Cedar Shingle Bureau; O. J. Mce- 
Clure, Chicago, Illinois; Gates 
Ferguson, Celotex Corporation; 
Don Ross, Successful Farming; 
James F. Malone, Insurance Com- 
missioner of Pennsylvania; R. C. 
McConnell, Jack & Heintz Preci- 
sion Industries; Captain James Col- 
letta; Dr. Stefan Osusky and Ar- 
thur F. Briese, Satirist. 


At the convention election the 
following were returned to office: 
M. R. Fetterolf, President; George 
B. King, First Vice-President; S. 
W. Means, Treasurer; R. F. Mce- 
Crea, Secretary-Manager; R. P. 
Greiner, Ass’t Secretary-Treasurer. 
Elected to the post of second Vice- 
President was Frank A. Grounds 
of Meadville, Pa. J. H. Hankins, 
Uniontown, Pa., was re-elected Di- 
rector to the National Retail Lum- 
ber Dealers Association, W. F. 
Campbell, Councillor to the Cham- 
ber of Commerce of the U. S. 


During the course of the Pitts- 
burgh Wholesale Lumber Dealers 
Association sponsored luncheon, 
in a surprise presentation, R. F. 
McCrea, Secretary-Manager of the 
Lumber Dealers Association was 
presented a watch commemorating 
the completion of 30 years’ faith- 
ful service to the association. Pres- 
entation on behalf of the members 
was made by John B. Millen, of 
Greensburg, Pa., a director and 
past-president of the association. 


Convention dates for 1950 are 
February 8-9, and it will again be 
held at the William Penn Hotel, 
Pittsburgh. 
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Aerial Advertising Spots New Customers 


in Out-of-the-Way Places 


T. Niblo Creed, (Peekskill, N. Y.) dealer, pilots a plane over his terri- 
tory, then drops his “card” to make appointments with prospects 


BEFORE TAKEOFF. 








T. Niblo “Nib” Creed, left, general manager Creed Bros., Inc., and 


Daniel W. “Bill” Patterson, salesman, ready to search new customers by air. 











© | - PILOT TO BUILDER - 


Mr, SILL PATTERSON......... representing 


Creed Bros. Lumber Co. will stop by 


to see youon THURSIAT 


O j@om 


We hope he can be of service. 
NIB CREED, Pilot 
% 
CREED BROS., INC. 


© Sn nti aut -thaeaias- ae 




















1223-1245 Park St. —Tel. 1828— Peekskill. N. Y. 


PILOT TO BUILDER appointment 
car's are dropped from the air. An ad- 
ver'ising pencil is used as a rudder. 





_— 





Bu LDING Propucts MERCHANDISER 


“Pilot to Builder: Bill Patter- 
son representing Creed Bros. 
Lumber Co. will stop by to see 
you on Thursday morning. We 
hope he can be of service. Nib 
Creed, pilot.” 





ES, SOMETHING NEW in ad- 

vertising by a building prod- 

ucts merchant is being tried in 

Peekskill, N. Y. by T. Niblo Creed, 

general manager, Creed Bros., Inc., 

“Everything for Building Construc- 
tion.”’ 

Aerial advertising is nothing 
new, but the way Mr. Creed is 
doing it is new. The message which 
you read above is a reproduction 
of an actual message which Mr. 
Creed drops on prospects from the 
air. The message is printed on 
heavy paper stock weighted by one 


of the firm’s advertising pencils to 
assure accuracy. Each card, of 
course, has the name, address and 
telephone number of the firm. 


When Mr. Creed decided to put 
his flying skill to use, he hit upon 
the idea of taking one of his sales- 
men aloft each week to spot foun- 
dations. Since much of the Creed 
Bros. territory is in a lake region, 
aerial observation proved a quick, 
as well as novel way to spot poten- 
tial customers. Acting as an ob- 
server, the salesman takes pertinent 
notes, then drops a Pilot to Builder 
card. 


“We also found it a good stunt 
to offer a free ride. to each new 
customer,” said Mr. Creed. “Inas- 
much as most of our territory is in 
the mountains with bad roads, we 
found we were spotting foundations 
which we probably would have 
missed otherwise.” 
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SEND FOR THESE: 


A new Gould catalog No. 14, shows 
newest styles in quality curtain and 
drapery hardware. Major fixtures 
and all types of accessories are clear- 
ly illustrated. Write The Gould-Mer- 
sereau Co., Inc., Dept. AL&BPM, 35 
W. 44th St., New York 18, N. Y. 








Mustang Asbestos Siding, manufac- 
tured by The Asbestos Company of 
Texas, is fully described in a folder 
entitled “New Look That Lasts For- 
ever.” Copies and price lists are 
available. Write The Asbestos Com- 
pany of Texas, P. O. Box 1087, Hous- 
ton 1, Tex. 


A catalog featuring “Elkay” Lus- 
tertone fixtures describes the com- 
plete line of standard cabinet sinks and 
sink bowls and furnishes important 
information on custom-built ordering. 
Tables of stock sizes and dimension 
diagrams make this catalog a valu- 
able reference. Write Elkay Manu- 
facturing Co., Dept. AL&BPM, 1874 
S. 54th Awe., Chicago 50, II. 


Screen frame molding, hardware 
and other specialties are covered in 
the Dennis catalog for 1949. In addi- 
tion to a complete line of window and 
and floor squeeges among other items 
included are rubber plungers, window 
brush poles, wood dowels and pins, 
linoleum binding, edging and _ stair 
nosing, metal corners, storm sash, 
curtain poles, mop sticks, plastic 
drawer pulls, etc. Write W. J. Dennis 
& Company, Dept. AL&BPM, 4444 
Irving Park Road, Chicago, III. 


“Facts. About Putty” is a folder— 
and on the inside is a putty selector 
you can hang on the wall to help you 
and your customers select the right 
kind of putty or compound for each 
application. The amazing fact is that 
there are literally scores of putty. 
It is so important to prescribe the 
right putty for the job that Dicks- 
Pontius Company employs full-time 
laboratory chemists and technicians, 
and has built a laboratory to test 
each batch of putty product as it is 
made. The manufacturer has some 
10 standard types. Think of the sav- 
ings provided if the builder uses a 
special putty that goes on easily and 
won’t peel or crack. Be sure to send 
for a quantity of these handy putty 
selectors for your store customers. 
Use your letterhead and write Dicks- 
Pontius Company, Department 10, 
Dayton, Ohio. 


A new catalogue, No. 1123, bring- 
ing up-to-date the information on 
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Products .... Sales Aids .... Literature 


the Load-Grab, versatile attachment 
for palletless materials handling with 
Hyster’s 2,000 and 4,000 pound ca- 
pacity lift trucks, has just been pub- 
lished by the Hyster Company, Port- 
land 8, Ore. 


Zegers Catalog No. 49 and new 
price lists are available upon request. 
The catalog gives complete descrip- 
tion and data on Dura-Seal Combina- 
tion Metal Weatherstrip-Sash Bal- 
ance and Zegers’ Standard Line of 
Metal Weatherstrips. Write Zegers, 
Inc., 8090 South Chicago Ave., Dept. 
AL&BPM, Chicago 17, IIl. 


Two Johns-Manville folders now 
available, are one on Decorative In- 
sulating Board, and the other cover- 
ing New Refractories for Service to 
3000 =F. The Insulating Board 
brochure describes ceiling panels, wall 
plank and building board, and sug- 
gests the many types of rooms which 
can be built with these products. The 
folder on refractories presents perti- 
nent information on 3X Blazecrete for 
gunning and patching, also 3X Fire- 
crete for casting special shapes. Write 
Johns-Manville, Dept. AL&BPM, 22 
East 40th St.; New York 16, N. Y. 


Mall Portable Power Tools are illus- 
trated in a new catalog No. 746. Due 
to a number of ingenious interchange- 
able attachments, also listed in the 
catalog, many of the tools can be 
quickly converted to other tools and 
their usefulness greatly expanded. 
For example, the Model 381 MallDrill, 
in addition to drilling wood, metal, 
masonry and concrete, can be con- 
verted for sanding, polishing, hole 
sawing and other jobs. Write the 
Mall Tool Company, 7740 South Chi- 
cago Ave., Dept. AL&BPM, Chicago 
19, Ill. 


A pre-engineered horizontal power 
belt conveyor, tradenamed “Power- 
veyor,” the latest addition to the 
“Rapistan” line of material handling 
equipment, is illustrated in a new 
four-page bulletin issued by The Rap- 
ids-Standard Company, Inc., Grand 
Rapids, Mich. Each unit is composed 
of three standard parts; the drive sec- 
tion, intermediate gravity conveyor 
section (or sections) and a take-up 
section. A page in the new bulletin 
illustrates and describes the construc- 
tion of these components, and copy 
points out that the unit, once assem- 
bled, may be changed to either a 
longer or shorter unit by removal or 
addition of gravity sections and belt- 
ing. 





Lifetime Automatic Plug 

A lifetime automatic attachment 
plug cap which requires no strip- 
ping or slitting is molded of dur- 
able Plaskon and comes in a wide 
variety of modern pastel colors. No 
screws, soldering or crimping are 























used to attach plug. Connection is 
automatically accomplished by 
metal points incorporated in swing- 
able blades. These points pierce 
insulation of individual conductors 
and make electrical contact. Write 
Academy Electrical Products Corp., 
Dept. AL&BPM, 4849 Broadway, 
New York 34, N. Y. 


Tuffex Siding Underliner 
"Pays for Itself" 


New sales opportunities have 
been opened to building material 
dealers, and contractors with the 
introduction of Tufflex Siding 
Underline, an efficient wood fiber 
insulation blanket. Twufflex offers 
a modern economical way to insu- 
late old sidewalls when applying 
asbestos shingles or other siding. 
It allows building material dealers 
to sell an efficient insulation job as 
well as: new siding and makes it 
easier to sell a home modernization 
job because it pays for itself in fuel 
savings. In most cases, according 
to the manufacturer, Tufflex will 
pay for itself within 3 to 4 years 
by the fuel saved. Composed of 
clean, new wood fibers strongly 
felted to a kraft backing, the 
Tufflex is a resilient insulating 
blanket of high efficiency. It has 


a conductivity (k) factor of .25. 
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-(r¢0.J.Silbernagel 


WHOLESALE DISTRIBUTOR 


West Coast Lumber 


and 


Lumber Products 


SPECIALIZING IN 


PONDEROSA PINE 


AND 


DOUGLAS FIR 


® LUMBER 

© MILLWORK 
-@ MOULDINGS 

© SIDING 

e FLOORING 


OC yi 


Geo.J.Silbernagel 


GENERAL OFFICE 


8 S. Michigan Ave., Chicago 3, Ill. 
Telephone RAndolph 6-0540 
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De You Kuow 


YOU CAN INCREASE QUALITY 


AND REDUCE HOUSING COSTS 
by, selling all three 


SISALKRAFT PRODUCTS 


1. SISALKRAFT Reinforced Building Paper 


SISALKRAFT is the best sheath- 
ing paper that money can buy! 
Costs very little more than ordi- 
nary tar paper... but it costs 
less to apply. Use SISALKRAFT 
for OUTER WALLS over sheath- 
ing... for INTERIOR WALLS, 
as a vapor-barrier (FHA-ap- 
proved) . . . UNDER WOOD 
FLOORING ... UNDER RUB- 
BER TILE for ‘“‘on-grade” floors 

. OVER SUB-FILL (under 
concrete slabs) . . . under radiant heated floor slabs. 


2. SISALATION Reinforced Reflective Insulation 


At about $25 per 1000 sq. ft., 
SISALATION saves 50% or 
more, compared with bulk or 
blanket-type insulation. SISALA- 
TION also costs less to apply. 
Provides BOTH sidewall insula- 
tion and vapor-barrier (FHA-ap- 
proved). Lining attics with 
SISALATION makes them more 
livable and attractive. ¢ SISALA- 
TION and SISALKRAFT, used 
together, provide modern DRY 
WALL construction... SISALA- 
TION for effective insulation and 
vapor-sealing from the inside . . . SISALKRAFT for weather- 
sealing from the outside. Highest QUALITY construction at 














low cost! 
A COPPER ARMORED SISALKRAFT 
For about 75¢ per window or r- a 


door opening, you can get this 
pure copper flashing. Highest 
quality, low-cost, enduring pro- 
tection .. . for flashing door and 
window openings, foundation 
damp-coursing, ridge roll and 
other flashing, waterproofing 
shower stalls . . . and other con- 
cealed flashing uses. 


See Sisalkraft Insert in 
Sweet's BUILDERS’ File 


Sell all three 












products for 
quality housing 
at low cost 


anaeeeneunn . S@E SS SS SSS Bee eee eeeeeee 


The SISALKRAFT Co., Dept. AL, 205 W. Wacker Dr., Chicago 6, Ill. 
Please send dealer-prices and sales data. 


Your Name.... 





Company Name.... 





Address 








City, Zone & State......... 





The SISALKRAFT Co., Chicago 6 * New York 17 - 












San Francisco 5 


























This provides a maximum of wall 
insulation value with a minimum 
of thickness. Wall heat loss is re- 
duced up to 24%! For the con- 
tractor, Tufflex offers the advan- 
tage of cushioning the new ex- 
terior and reducing the possibility 
of breaking siding during applica- 
tion. It allows a tighter applica- 
tion of shingles, with less of a 
chance for siding to rattle in the 
wind when the job is completed. 
Write Wood Conversion Company, 
Dept AL&BPM, Saint Paul, Minn. 


Adjustable Staging Horse 

The Meco Adjustable Staging 
Horse is ideal for all types of scaf- 
folding requirements. It is of all 
steel welded construction, designed 
with new grip handle clamp screws 
with metal prongs that imbed 
themselves firmly into cross beam. 
Large thumb screw securely holds 





extension bar in position. This is 
supplemented by manual self-lock- 
ing latch on extension bar. These 
two features eliminate any danger 
of horse loosening or coming apart 
when moving equipment on a job. 
The Meco Staging Horse requires 
no tools or nails to set up; collapses 
into small unit for convenient stor- 
age or moving from job to job. 
Write for literature— Marvel 
Equipment Company, Dept. AL& 
BPM, Oshkosh, Wis. 


Tracy Announces New 
Sink and Cabinet Unit 

A new addition to the line of 
Tracy Customized Kitchens is a de- 
luxe porcelain sink and cabinet unit 
which includes a 66” double bowl, 


double drainboard sink top in 
white, acid resisting porcelain 
enamel, fitted with crumb cup 


strainers, and streamlined faucet 
with spray attachment. The unit 
is complete with the new Tracy 
steel undersink cabinet which fea- 
tures baked-on du- Pont Dulux 
enamel finish, recessed center sec- 
tion, stainless steel handles, insu- 
lated doors and drawers, concealed 
ventilation, extra large storage 
space, and many unusual construc- 
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This new 66” size 


tion details. 
deluxe porcelain unit is now being 


offered to supplement the 54” 
single-bowl size porcelain unit re- 
cently announced. Tracy also man- 
ufactures seven sink and cabinet 
units featuring sinks in Lifetime 
Stainless Steel. These are avail- 
able in 42” to 96” lengths, single 
and double bow! models. Selections 
can be made from a variety of 
matching Tracy steel base, wall, 
broom and linen cabinets to provide 
complete kitchens for any desired 
arrangement. Write Tracy Manu- 
facturing Co., Dept. AL&BPM, 
Pittsburgh 12, Pa. 


Safety Ladder Stage Simply 
Leans Against Building 

Now everyone who owns an ex- 
tension ladder can have the advan- 
tage of a safe working area as well 
as a scaffolding unit for a fraction 
of what it would normally cost for 
this type of equipment. A Safety 
Ladder Stage, designed for use 
with an ordinary extension ladder, 
provides a working area of 26 by 
24 inches. It simply leans against 
the building. Weighing less than 
9 lbs., the Safety Ladder Stage is 
completely portable. Its frame is 
fabricated of structural aluminum 
alloy; footboards are of seasoned 
waterproof wood and are slotted 
for easy width adjustment. A bul- 
letin is available. Write Juniata 


Company, Dept. AL&BPM, Hunt- 
ingdon, Pa. 
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Kitchenaider Sink Equipped 
with Extra Long Faucet Spout 


Convenience of Youngstown 
Kitchens’ double bow] Kitchenaider 
cabinet sinks has been increased 
by an extra long, swinging faucet 
spout which now is standard equip- 
ment on all two bowl models. The 
new spout is 9” long and extends 
to the center of the sink drain in 
either bowl. The extra length (two 





inches longer than on single bowl 
models) makes it easier for the 
homemaker to rinse or fill pans or 
bottles. Also, if an electric gar- 
bage disposer is attached to the 
sink, the flow of water from the 
spout is directly into the disposer 
open. The spout is threaded for 
an aerator or hose attachment. Fin- 
ished in bright chromium, the 
spout is being used on Youngs- 
town’s 66” Twin, 48” and 42” 
double bowl models. Write Mullin’s 
Manufacturing Corporation, Dept. 
AL&BPM, Warren, Ohio. 


Miniature Scale Models Sell 
Thousands of "Glide-Away" 
Doors 

An effective aid in the selling 
of garage doors was originated by 
Stamping Products and Mfg. Co., 
Detroit, makers of Glide-Away 
high tensile steel garage doors. 
The “gimmick” is a miniature- 
scale working model of a Glide- 
Away door, complete with all hard- 
ware and mechanism mounted on a 
2-foot square garage. The back 
and roof are open so that the door 
action may be observed from both 
inside and outside the garage. All 
parts of the miniature door are 
made of exactly the same material 
as a full-size Glide-Away door. 
The door itself is made of N-A-X 
high tensile steel. The tiny door 
unlocks, lifts with the same spring- 
balanced ease, recesses fully into 
the garage and then closes exactly 
the same as its prototype; thereby, 
enabling the salesman to point out 
the many Glide-Away features 
such as space saver hardware, 
spring-balanced mechanism, dis- 
tinctive jamb-aligner and weather 
seal, simplicity of installation and 
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Trinity: White is a true portland 
cement made from selected raw 
materials. It has all the excellent 
portland cement qualities of 
strength, endurance and work- 
ability. Use Trinity by itself for 
whiteness—with pigments for purer, 
truer color values. Use it in archi- 
tectural concrete units, terrazzo, 
stucco. Trinity White Portland 
Cement — plain or waterproofed. 
Trinity Division, General Portland 
Cement Co., 111 W. Monroe St., 
Chicago; Republic Bank Bldg., Dal- 
las; 816 W. 5th St., Los Angeles. 


TRINITY WHITE 
PORTLAND CEMENT 
















an kage d Chimney 


FOR ANY HOME 


Furnished complete, ready for installa- 
tion. SAFEST Chimney ever built, 
Underwriters’ Lab. approved for ex- 
treme firing—FHA acceptance. All fuels 
— Light weight, needs no foundation. 
Suspends from ceiling or floor joists. 
A lifetime chimney — tile lined — insu- 
lated. Costs third to half less than 
brick. Easily installed, summer or win- 
ter, by anyone in 3 to 4 hours. Imme- 
diate delivery. 


® A Packaged Product 
® Protected Territory 
® Nationally Advertised 


WRITE FOR FREE BOOKLET 


VAN-PACKER CORPORATION 
134 South Clark St., Chicago 3 


BuILDING Propucts MERCHANDISER 








Chromtrim 


> A | 
OULDINGS 


7317 

Outside 

Corner 
Gales soar and profits pile up 
when you use CHROMTRIM 


metal mouldings! 


Yes, for home, industrial and 
commercial installations, you 
will find the real Economy 
Line is CHROMTRIM. 


Remember this... there's a 
CHROMTRIM profile to 
7315 meet 90% of all installation 


Inside Strip 
Corner needs! 


Write Today 
11 for the 1949 7350 


Cap Chromtrim Catalog Dept. AL-2 Stair 
Section N 


] R. D. Werner (o., Inc. 


295 Fifth Avenue, New York 16, N. Y. 


7123 
In Canada: R. D. Werner Company, Ltd 
PORT DALHOUSIE, ONT 


Decorative 
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others. Even the edges are com- 
pletely flanged to eliminate all 
sharp surfaces, exactly the same 
as the full-size door. Glide-Away 
doors are said to feature great 
strength, resistance to denting, 
rust and corrosion, space-saver 
jamb-type hardware, full recessing 
with only 2%” of headroom re- 
quired and ease of installation. 
Special sizes are available up to 
16’ in width and 8 in height. 
Write Stamping Products & Mfg. 
Co., Dept. AL&BPM, 628 E. Forest 
Ave., Detroit 1, Mich. 


Superlite Panels 

Superlite panels for covering 
walls and ceilings are available in 
a wide range of colors including 
black and white. The practical and 


easy-to-clean features of the panels 
(just wash them with soap and 
water) more than adequately ful- 
fill the sanitation requirements for 
shower stalls, bathroom enclosures, 
kitchens, hospitals, restaurants, 
laboratories, etc. According to the 
manufacturer, large size panels de- 
feat the old-time annoyance of 
small blocks falling out, cracking 
or joints coming apart. Panels are 


























PLAIN 4” BLOCKS LEVELINE 


available in 4’x4’, 4x6’, 4x8 
and 4x12’ sizes. Patterns are 
shown in sketch above. Write for 
descriptive folder—Superior Wall 
Products Co., Dept., AL&BPM, 
4401 N. American St., Philadelphia 
40, Pa. ‘ 


Sash Snubr 


One of the‘newest and most un- 
usual items in the sash and door 
field is the Arrow Sash Snubr. The 
product is a small cadmium-plated 
steel device with spring loaded 
roller that displaces ropes and 
weights or other types of sash bal- 
ances. Easy as a pulley to install, 


it is invisible when placed in sash 
or frame, can be used with or with- 
out weatherstrip in wood or alu- 
minum windows. The Snubr allows 
smooth upward glide of the window 
sash because of the free wheeling 
roller. The sash stays put uiitil 
pushed down. Ease of installation 
and the “no adjustment” feature, 
according to the manufacturer, 
have been popular with sash and 
door companies, millworks and lum- 
ber yards. Write Arrow Mfg. Co., 
Inc., Independence, Kan. 


Louver Provides 25% 

Greater Free Air Capacity 
The Leslie Welding Company has 

recently modified its line of alumi- 

num slant roof louvers to provide 

25% greater free air capacity. De- 

signed to fit roofs of any pitch, the 








uses 


AMERICAN 








costl 


ROOF TRUSSES 


-- of course / 


Twenty-three 50’ span American-bowstrings 
were used. Although spaced 22’ apart, they 
easily carried the combined live and dead 
load of 40#/sq. ft. . . Result: a huge, unin- 
terrupted, open-space interior built for less 
than old-fashioned construction would have or 3” 


Designed, built, erected by American... 
complete with American bracing system. 





NEW! 


Ready now! 


Glued beams, arches, trusses. 
... Write 








ESTABLISHED 1922 
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AMERICAN Roof Truss Co. joe 


William and Raymond Waddington 


6854 Stony Island Ave., Chicago 49 .. . Plaza 2-1772 


policy. 


79th 
PENMETAL 








District Sales 
Offices 


The COMPLETE Line of 
Plastering Accessories 


For example, CORNERITE, a narrow 
strip of 2.57 painted MESHTEX, 8 
feet long, bent at right angles, (2” x 2” 
‘ x 3”)— used for reinforcing 
inside corners of walls and partitions 
in wood, tile or plaster-block construc- 
tion. Also, STRIPITE, — 2.5# painted 
MESHTEX, 3 inches wide by 8 feet 
long,—used extensively in reinforcing 
joints in plasterboard construction. 

These are but two of dozens of needed 
fast-selling numbers. Send for com- 
plete catalog and our 100% Dealer 


PENN METAL COMPANY, INC. 
General Sales Offices: 
205 East 42nd Street, New York 17,N. Y. 


Boston New York 


dalitokeL-llelalte] Chicago 


Detroit Tate itelatel oleliby Seattle Los Angeles 
lola aelilatice) 
Factory: Parke 


Dallos Parkersburg, W. Va. 
fatel ae) vw 


February 26, 1949, AMERICAN LUMBERMAN & 





1 sash 

with- 
r alu- 
allows 
indow 
eeling 

until 
lation 
ature, 
turer, 
1 and 
| lum- 
; Cog 





PITE 


hicago 


ngeles 
V. Vie. 





DON’T CARRY IT— 


CONVEY IT 


Cut handling costs— 
increase safety—reduce 
manual handling with 
conveyors. Eliminate 
those costly time wast- 
ing steps between cars, 
piles and storage 
sheds. Let conveyors 
provide fast, low-cost 
and speedy handling 
of your products. 


Get complete informa- 
tion today — write for 
Bulletin No. AL-29. 


Standard Conveyor Company 
General Offices: 
North St. Paul 9, Minnesota 


RAVITY & POWER 
CONVEYORS 





DEALERS 


Pomember | 


Every cellar, garage, cistern, 
pool, milkhouse, stable, pen 
and dairy barn needs THORO- 
SEALING, to keep water out 


of the walls. 
44 


( 
WATERPLUG 


If your contractor, homeowner 
or others have a problem with 
water or dampness, The 
THORO System will correct 
and solve the problem. 


Vy 


to stop the leaks 


~ THOROSEAL. to fill & seal the surface 
QUICKSEAL . for a beautiful finish 


WRITE FOR DEALER PLAN 
AND DESCRIPTIVE CIRCULARS 


THE THORO SYSTEM Products make friends, 


new customers and a substantial profit for the dealer 


Box X, New Eagle, Penna. 
Telephone Monongahela 67 
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Majestic 


J ee ee 


HOME INCINERATORS 


Their wide appeal as- 
sures steady, extré ipronts 
for you. Thousands of 
users vouch for their 
economy and conven- 
rence. Homes with auto- 
matic heat especially 
need them—rubbish can- 
eel an elon olthaclaemtemithaer tac 
Majestic Incinerators 
burn wet and dry gar- 
bage and refuse without 
fuss or fumes. Use no fuel 
except waste itself. Guar- 
anteed performance 
(Downdraft dries con- 
tents; speeds burning. ) 
Easy to install in base- 
ment or utility room. 
[Two popular-priced, 
portable models. Write 
for details. 


The Majestic Co., 102 Erie St., Huntington, Ind. 


TYPICAL MAJESTIC PRODUCTS EVERY HOME NEEDS 


ee 
{ anal 








FREE PLAN BOOK 


packed with ideas for your customers! 


Here are sketches and 
floor plans of 24 small 
homes you'll want 
to show to home- 
planners. These 
homes are practical 
—all have been 
built and_ lived 

in. Architect's 
plans are 
available at nominal cost. 





DEALERS - SEND FOR YOUR FREE COPY NOW 
“Tested Homes” is available for dealer distribu- 
tion — $6.50 per 50 copies. 


Adv. Dept., DIERKS LUMBER & COAL Co. 

Send my free copy of ‘‘Tested Homes’ to: 

Name 

Address 

City State 


DIERKS LUMBER & COAL COMPANY 
DIERKS BUILDING 1006 GRAND KANSAS CITY, MISSOURI 
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SCHUBERT Picket Cutter 


ADJUSTABLE FOR 1" TO 4" PICKETS 





Cuts Gothic pickets quickly, accurately, with no further finishing or sanding 
required. Hand operated ... anyone can use it! Utilize odds and ends for 
pickets. Heavy casting, durable, will serve you year after year. Order at once 
... delivery 30 days... have this to take care of spring trade. SEND CHECK 
WITH ORDER. Net price $47.50 f.0.b. Wilmette, Illinois. (Where state sales 
tax applies, add tax.) 


H. A. SCHUBERT of o Machinists 


1210 Washington Ave. Wilmette, Illinois 


SHEVLIN-McCLOUD LUMBER COMPANY 


{ Successors to Shevlin Pine Sales Company } 


















SELLING THE PRODUCTS OF DISTRIBUTORS OF SPECIES 
*THE McCLOUD RIVER LUMBER G (L INE 
COMPANY PONDEROSA PINE 
McCloud, Calif. Reg. U. S. Pat. Off. (PINUS PONDEROSA) 
*THE SHEVLIN-HIXON COMPANY EXECUTIVE OFFICE 
Bend, Oregon 900 First National Soo Line Building SUGAR (Genuine White) PINE 
“Member of the Western Pine Associa- MINNEAPOLIS, MINNESOTA (PINUS LAMBERTIANA) 
tion, Portlend, Ovegon. DISTRICT SALES OFFICES: 






































- NEW YORK , a SAN FRANCISCO 
SE 1604 Graybar Bidg. 863 LaSalle-Wacker Bldg. 1030 Monadnock Bidg. 
Ponderosa Pave Woodwork Lexington 2-9117 Telephone CEntral 6-9182 Exbrook 2-7041 








PAUL BUNYAN GRINDS HIS AXE 


Paul prepares for another logging season while his mill runs 
through the Winter on decked logs. He has a year round job to 
keep up continuous production. 


PAUL BUNYAN LUMBER CO. <2z>- 


Ponderosa Pine White Fir Incense Cedar 
SUSANVILLE 3 CALIFORNIA 








REGISTERED 











Gives Siding Jobs Improved 





Protection and Appearance 


On every Asbestos Siding job, 
where appearance is essential, you 
can save valuable time, simplify 
fitting at corners and along win- 
dow and door frames, give added 
protection, by using individual 
zine corner strips . . . Made of 
oxidized zinc . . . will not stain. 
Lengths suitable for any Asbestos 
Siding Shingle. For complete de- 
tails write 


National Society for Crippled Children and 
Adults, 11 So, LaSalle St., Chicago 3, Ill. 






BUGHER MANUFACTURING CO. 
211 South Main Street, Kokomo, Ind. 
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aluminum slant roof louvers are 
flanged, baffled and provided with 
aluminum screen to make an easy 
installation that is weathertight 
and insect-proof. Louvers come in 
SRA 10 and SRA 20 sizes and are 
available for immediate shipment. 
Write Leslie Welding Company, 
Dept. AL&BPM, 2943 Carroll Ave., 
Chicago 12. 


New, Improved 2-in-1 
Combination 


The new, improved 2-in-1 com- 
bination Hatend-A-Step Ladder 
manufactured by Harry A. Green 
& Son, combines features of a step 
ladder and an extension ladder. It 
is easily convertible. Made of 
selected, straight- grained ladder 
stock, the combination is available 
in these sizes: 6-12, 7-14, and 8-16. 
A specially designed C-groove lock- 
ing device positively prevents 
spreading. Broad steps are set in 
steel sockets and staggered to per- 
mit the use of planks. Back stand- 
ard has fully rodded steps instead 
of rungs. The extension ladder 
cannot jackknife because a positive- 
locking device holds it rigid. The 
top rung of the ladder when used 
as a step ladder gives extra sup- 
port to the knees. Safe-T Ladder, 
of rugged beam-back construction, 
is another product made by the 


EXTENSION 
LADDER 


one 
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same manufacturer. Write for de- 
scriptive literature. Harry A 
Green & Son, Dept. AL&BPM, 
1620 S. Canal St., Chicago 16, II. 


Consumer Kitchen Guide 

An attractive 28-page brochure 
in color illustrates the complete 
Kitchen-Kraft line of Midwest Mfg. 
Company. The kitchens are con- 
vincingly presented as functional, 
step-saving and time-saving. Mod- 
erately priced, they are within the 
reach of everyone planning to build 
or remodel. Prospective buyers are 
told how to build their kitchen 
around a sink cabinet, how to con- 
nect work centers with floor cabi- 
nets, how to provide storage to the 
best advantage.with wall cabinets, 
and keep tidy with broom and linen 
cabinets. Each unit is clearly illus- 
trated with descriptive information. 
Several beautiful color schemes are 
suggested for kitchen planning and 
can easily be visualized by using 
the color selector in the brochure. 
This interesting consumer guide is 
25c. Write Midwest Mfg. Com- 
pany, Dept. AL&BPM, Galesburg, 
Ill. 


"Perma-Dock" Metal Brackets 
Provide New Method of 
Installing Dock 

It is now possible to build a boat 
dock on land, in permanent sec- 
tions 8 or 10 feet long and install 
































~ the complete dock without working 


in the water. Perma-Dock Metal 
Brackets are bolted to ends of sec- 
tions and they support and tie them 
together in the completed dock. To 
install, each section in turn is laid 
over a rowboat, floated into place, 
and steel pipes are driven through 
the brackets from on top of the 
dock. Brackets are tightened on 
pipes with set screws at desired 
height above water. Dock can be 
easily raised or lowered for chang- 
ing water levels and can be taken 
down just as quickly and easily as 
it is installed by reversing the 
process. Any desired L or T can be 


built on the dock, with Perma-Dock 
Corner Brackets. All brackets are 
made for standard 14-inch and 2- 
inch steel pipe. All edges and cor- 
ners are rounded—nothing sharp 
to tear or scratch. Write Central 
Machine Works Co., Dept. AL&- 
BPM, 1208 Central Ave., Minne- 
apolis 13, Minn. 


Odd Lengths Lumber Can 
Now Be Used for Packaged 
Shelving Sales in Paper Bags 
The problem of disposing of odd- 
length boards at a profit is well 
solved by a new plan of selling 
shelving along with instantly ad- 
justable Snap-On Shelf Supports, as 
announced by Wilmac Metal Prod- 
ucts Co. The plan includes not 
only the necessary number of metal 


. 


. 
ds 
i : 
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shelf supports, but more important, 
this company has available at low 
cost to the dealer, a supply of large 
size paper bags, appropriately 
printed with illustrated label, to be 
used to package the lumber to be 
sold to the customer, and the clips 
as well. These paper bags are 4 
feet and 4 inches long, by more 
than 15 inches wide, permitting 
the dealer to package and display 
in the sales room the filled bag with 
shelving lumber and metal sup- 
ports of Wilmac manufacture. Most 
shelving can be furnished the cus- 
tomer by the dealer in reasonable 
quantities for the ordinary sale in 
these large paper bags, giving the 
dealer the two-fold advantage of 
moving otherwise odd: pieces of 
lumber and also profiting by the 
sale of the metal supports. Write 
Wilmac Metal Products Co., Dept. 
AL&BPM, 26382 N. Central Ave., 
Chicago, Ill. 
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Factory-Produced 
Log Cabins 

Extension of its line of factory- 
produced ready-to-erect log cabins 
and cottages to include economy 
models designed specifically for 
summer and weekend vacation use 
was announced by the Adirondack 
Log Cabin Co., Inc. The new line 
of cabins and cottages ranges from 
a modest one-room log cabin, 12’x 
12’ to a 24’x82’ cabin with 15’x 
19’ living room, two bedrooms, 
kitchen and bath. Prices start at 
$599, f.o.b. factory. The cabins 
are delivered in ready-to-erect sec- 
tions, with the log siding already 


attached to 


The cabin 


package includes all windows and 
doors, with glass and hardware in- 
stalled, studding for interior parti- 
tions, floor joists with rough floor- 
ing attached, roofing material, and 


nails for erection. 


Various types 


of matching porches are also avail- 
able, as is a log cabin garage. Most 


purchasers, 


finds, 


erect the cabins themselves, with 
the help of friends “who are re- 
paid by use of the cabin for occa- 


sional weekends.” 


line 


also includes attractive clapboard 
cottages from a one-room 10’x12’ 
model to a 12’x24’ house with liv- 

















Here’s a profitable way to SELL your 
waste lumber—with extra profits to you. 


Just place odd sizes of lumber, which 
are adaptable for shelving, into these 
handy bags along with our Snap-On 
“Level Shelf” Supports and you have a 
sure seller. We furnish bags at our cost 
with each order of Wilmac ‘Level Shelf” 
Supports which are adjustable for one 
to four shelves. 


Each package of Wilmac ‘Level Shelf” 
Supports contains 4—24 inch strips, 16 
clips and 16 screw type nails. Clips are 
easily inserted and adjustable to any 
level.. Strips to support four shelves can 
be mounted in half the time required by 
any other type of shelf bracket. All that 
is necessary is a hammer. Any house- 
wife can do it easily, quickly ... and 
be sure of positive, level shelving. 


Write today for complete details and 
prices. 


WILMAC METAL PRODUCTS CO. 
2632 N. CENTRAL © CHICAGO 339, ILL. 


FREE pispLay 


Gentlemen: I have already ordered two 
packages of 
Shelf” Supports. 
ing-model display 
WITHOUT COST. 


MORE SHELF SPACE a 

THIS NEW EASY WAY * 
* dozen 
» | 






JOBBER’S NAME 
SEREERRRRERERRRERER ERE RRR RE 





IN WASTE LUMBER! 





Above illustration shows sales bag 


and contents. illustration 


shows shelves installed and adjust- 
able clips. 


Please send the work- 
to me at once— 


» ZONE ...., STATE.... 
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ing-sleeping room, bath and kitch- 
enette. For complete details write 
Adirondack Log Cabin Co., Ine., 
Dept. AL&BPM, 222 East 46 St., 
New York 17, N. Y. 


Sash Balances and Weather- 
stripping Completely Packaged 


Hettinger’s sash balances and 
bronze metal weatherstrips are 




























Weatherstrips} 
Gash 
Balances 
Are Easily \ 
Applied. | 


completely packaged at a consider- 
able saving—just a few cents more 
than you have to pay for the sash 
balances alone. With a minimum 
of mailing—and no special brack- 
ets, hooks or screws—the manu- 
facturer also claims that its Triple 
Seal Combination unit is being in- 
stalled in one-half the time ordi- 
narily required. The packaging 
saves time on the job too. For il- 
lustrated folder write the Weath- 
erproof Products Corp., Dept. 
AL&BPM, 329 Westport Road, 
Kansas City 2, Mo. 


New 2-Section Overhead 
Garage Door 


A new two-section “zero head- 
room” overhead garage door has 
been added to the Calder line. If in- 
sufficient headroom, the presence 
of permanent obstructions or any 
other condition makes the installa- 
tion of an overhead garage door 
seem out of the question, the Calder 
2-section door has been designed 
to operate under these conditions. 
The door provides the desirable op- 
erating characteristics of a section- 
al overhead door, but only requires 
the headroom normally attributed 
to a one-piece door.. Write the 
Calder Manufacturing Company, 
628 N. Prince St., Lancaster, Pa. 
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Lumber 


Market Analysis 





Current Statistics on 
Output and Distribution 


Lumber shipments of 408 mills reporting to the Na- 
tional Lumber Trade Barometer were 7.6 percent be- 
low production for the week ending February 5, 1949. 
In the same week new orders of these mills were 5.4 
percent above production. Unfilled order files of the 
reporting mills amount to 34 percent of stocks. For 
reporting softwood mills unfilled orders are equivalent 
to 23 days’ production at the current rate, and gross 
stocks are equivalent to 67 days’ production. 

For the year-to-date, shipments of reporting iden- 
tical mills were 1.2 percent above production; orders 
were 15.8 percent above production. 

Compared to the average corresponding week of 
1935-1939, production of reporting mills was 59.0 per- 
cent above; shipments were 19.1 percent above; orders 
were 32.4 percent above. Compared to the correspond- 
ing week in 1948, production of reporting mills was 
23.3 percent below; shipments were 34.4 percent below, 
and new orders were 27.2 percent below. 


Southern Pine 


Production of Southern Pine by the 107 mills report- 
ing to the Southern Pine Association for the week 
ending February 12, 1949, totaled 14,828,000 feet. 
This was 16.17 percent below the three year average. 
Shipments amounted to 13,527,000 feet, 8.77 percent 
below production. Orders for the week totaled 13,- 
040,000 feet, 12.06 percent below production and 26.28 
percent below the three year average. 


Western Pine 


The 95 mills reporting to the Western Pine Associa- 
tion for the week ending February 5, 1949, cut 39,- 
888,000 feet compared to 50,939,000 feet for the same 
week a year ago. Shipments amounted to 44,192,000 
feet, 10.8 percent above production. Unfilled orders 
at the end of the week stood at 170,018,000 feet com- 
pared to 165,926,000 feet last year. Gross stocks 
totaled 848,789,000 feet compared to 670,331,000 feet 
last year. 


In the Market Centers 


TACOMA—Ad@averse weather conditions continue to 
curtail both woods and mill operations throughout the 
Southwest Washington area. However, despite the 
heavy snows in the foothills and freezing temperatures 
everywhere, log inventories at hand appear ample for 
current requirements and operators are not particu- 
larly disturbed at the situation. The market situation 
is pretty much the same as has prevailed for several 
weeks. Only top grades are in much demand and 
prices are spotty. A note of optimism for the ply- 
wood industry was sounded here today by Charles E. 
Devlin, managing director of the Douglas Fir Plywood 
Association. He forecast a better supply of plywood 
everywhere for home construction and all other uses 
and an all time record production of the panels in 
Pacific Northwest factories. “Supply and demand of 
Douglas fir plywood should be about in balance for 


BuILDING Propucts MERCHANDISER 





OZARK ft 


1927 «= BRAND -- 1949 
OAK FLOORING 





Your customers are assured 
lifetime satisfaction with Ozark 
Brand Oak Flooring. It is pro- 
duced from fine quality Mis- 
souri altitude-grown Oak Stock 
which has been properly sea- 
soned in Moore Cross-Circula- 
tion Kilns. It is accurately 
milled on modern machines. 
It is expertly graded in ac- 
cordance with NOFMA grad- 
ing rules. 


Try a shipment and see for 
yourself the fine quality of 
Ozark Brand. 





THE OZARK OAK FLOORING CO. 
BISMARCK, 


MISSOURI 











Look Into This 
REMARKABLE NEW 





Opportunity for Alert Dealers 


DIRECT FROM MANUFACTURER TO DEALER 


EMULSIFIED Rubber Paint that vulcanizes to ANY surface—gal- 
vanized iron, insulation board, wood, stucco, concrete, plaster, 
brick, canvas awnings, etc. Sizes, primes, completely seals and 
decorates most surfaces in one application. 


TWELVE Beautiful Colors 


Can be used over any paint surface, inside or outside. Durable, 
economical, easy to apply. Backed by 
many years of experience and square 
dealing. 


CELADRI CORPORATION 


WILLISTON PARK, N. Y. 


Write 
Today 


for Full 
ihielmulchacel! 
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RAINY LAKE LUMBER CO. Ltd. 


Sales Office 
2020 Chicago Title & Trust Bldg., CHICAGO 2, ILL. 


Selling the Preducts of J. A. Mathiew, Ltd. Reiny Leake, Ont. 



























































HARDWOOD 
FLOORING 


Oak-Beech-Pecan-Ash 




















In straight cars or mixed with air dried 
Yellow Pine Boards and Dimension. 
Best of manufacture. Satisfaction that 
will bring you back for more. 























Fer prompt ottention on your needs phone or write 























Miller & Company, Inc. 








Manufacturers of 
Hardwood & Yellow Pine Lumber 
SELMA, ALA. wie Ecakes toh TENN. 


Selma LD 9910 1885 
























LUMBER MARKET 


the remainder of the year,” he estimated. He pre- 
dicted that the output of the association’s 48 produc- 
ing factories would exceed two billion square feet dur- 
ing 1949. This is an increase of at least 5 percent 
over the 1948 record, he said. In making his predic- 
tion, he acknowledged that production was off sub- 
stantially for the first five weeks of this year, due to 
the severe winter and said that for 30 days prior to a 
week ago, plywood manufacturers had experienced a 
lack of orders, a condition unknown for nine years, 
but he reported that orders to plywood factories have 
begun to come in again “in more normal volume.” 


SEATTLE—Puget Sound, like most of the Pacific 
Northwest has been fighting freezing weather and 
snow since middle December. Most logging camps 
that closed for the holidays remained down. At this 
date the St. Paul and Tacoma Lumber Company and a 
few operations in Grays Harbor area are the only 
camps operating. The situation in Oregon is worse 
than in Washington. Mill production is low, especially 
in Oregon, where ponds are more likely to be frozen. 
There is no shortage of logs at most mills. Small 
interior mills in Oregon are mostly down. Shingle 
mills operating in Washington number less than a 
dozen but it is believed a higher percentage are run- 
ning in British Columbia where heavier snows are 
normal. Demand-prices—Loggers are sitting tight; 
production curtailments have had little effect on the 
price of logs. The general lumber market is prac- 
tically unchanged as compared to a month ago. 


KANSAS CITY—Inquiries for lumber showed a 
modest improvement in the past fortnight in the 
Kansas City area, but few orders developed. The 
trade seemed to be “shopping” around, testing the 
market for any weak spots and putting its finger on 
surplus supplies. Little business was transacted ow- 
ing to one of the most paralyzing ice and snow storms 
in years. The entire district was affected—from Ne- 
braska to the Gulf. With production off sharply it 
would appear to have been the cue for prices to stiffen 
up, but the generally downward trends in commodities 
found some sympathy in the lumber market. Price 
lists were not notably changed and they were mostly 
quoted at the levels of early January. Common lum- 
ber has not recovered any of its declines of last fall. 
Upper grades still are sought and prices are firm. 


BALTIMORE—A new weakening tendency in 
Southern yellow pine has been noted here this week. 
Offerings have been very heavy, it was reported, and 
as one yard owner said: “Anything can happen.” 
While confident of further price cuts before the spring 
building season, local lumbermen say they are not 
alarmed by the generally weaker situation. Also, one 
buoying factor may be the coming government auction 
shortly in the South. One of the main sidelights on 
the business situation, however, is that all yards are 
watching credit lines more closely than before. In 
the hardwoods, one important item is dqwn and not 
moving out from the yards. That is select oak floor- 
ing, now being delivered here from around $185 per 
M in contrast to the $215 which prevailed last Novem- 
ber and prior to that. There is some other weakening 
in the hardwoods, but the more desirable lumber is still 
hard to get and the prices firm. 
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Lumber For Sale 


We specialize in the following items and can 
ship straight or mixed cars: 


® Fir, Hemlock and Cedar finish. 


® Gutter — 3x4 and 4x4 clear or select Fir 
and Cedar. 


® 34x8, 34x10 select Tight Knotted Cedar 
Bungalow green siding. 


® Fir Drop siding; patterns 106 and 124. 


® Fir, Hemlock and Cedar dimension, 
boards and green shiplap. 


NORTHERN WOOD PRODUCTS 
P.O. BOX 489 VANCOUVER, B. C., CANADA 
TEL. DEXTER 0830 














CAULKING EQUIPMENT 





Write for name and 
address of nearest 
VITAL PRODUCTS 
jobber. 


CARTRIDGES: plain, extruded 


or spouted caps. Order from NOZZLES: interchangeable, for every size 
your caulk supplier. and shape of caulk strip, from 14," up. 


Vital Products 74g. Ce. 


GUNS: world’s most complete 
line, including rotary handle mod- 
els. Sizes 1 pt. to 24% ats. 











7500 Quincy Avenue 
Cleveland 4, Ohio 
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IRA PARKER & SONS C0. 












Seattle, Wash. Portland, Ore. 


MALCOM & ASSOCIATES 


Lumber and Lumber Products 


424 Bulkley Bldg., CLEVELAND 15, O. 
Phone: Tower 1-2480 Teletype: C V 469 


Mill Representatives for 


POPE & TALBOT, INC. 
Servicing Ohio, Western Penna. and N. E. Indiana 


Mills at Oakridge, Ore., 


Old Growth Douglas Fir, | | St. Helens, Ore., 


Plywood, Doors, 
Pine Lumber and Lumb 
Products. 


Port Gamble, Wash. 


Creosoting Plant 
St. Helens, Ore. 














Color-It is unexcelled for artistic interior de- 
coration and wall treatment. Beautifies walls 
immediately. Non-fading. Not effected by 

heat, sun, rain, lime or alkalies. 


NON - FADING Conveniently packed in 5 Ib. cartons. 


PURE OXIDE HASTENS OCCUPANCY 


COLORS 

* SAVES COST OF 
PAINT JOB 
Write for Folder L-is 


ALABASTINE 
PAINT PRODUCTS 
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: RAPIDS . . 


BuitpiInc Propucts MERCHANDISER 


to the sash and door . 

industry. OSHKOSH, WISCONSIN , 
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get ready NOW with these 


NATIONAL LOCK 
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for more satisfied 










; JUST AHEAD 
Sie 


PERIOD FURNITURE TRIM 








EMS 









customers! 
CHROMIUM 


PLATED... 
SMARTLY 
STYLED 


CABINET THT 


GET READY FOR 
SELLING DAYS 





























NATIONAL LOCK COMPANY 


ROCKFORD - ILLINOIS 
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New Mill Specializes in 
Specified Length and Grade 
Dimension 

The new mill of Air-King Manu- 
facturing Corp., Tigard, Ore., with a 
capacity of 80,000 ft. per shift, is laid 
out primarily to produce efficiently 
specified lengths and specified grade 
dimension in Douglas fir. 

The company ships straight cars of 
a specified size, or assorted cars of 
a specified number of pieces in each 
length, 8 feet through 24 feet in 2x4, 
2x6, 2x8, 2x10 and 2x12 in all No. 1 
common, all No. 3 common or No. 2 
and better, or almost any combination. 
Old growth Douglas fir clears can be 
included. 


Ruberoid to Construct 
New Dry Felt Mill 


Construction by The Ruberoid Co. 
of a dry felt mill to be erected on 
property adjoining the company’s as- 
bestos and asphalt roofing mills on 
Emogene Street, Mobile, Ala., is to be 
started immediately, it was an- 
nounced by Herbert Abraham, Ruber- 
oid president. 

Upon completion, which is expected 
to be within a year, the new mill will 
have an annual capacity of approxi- 
mately 15,000 tons of dry felt and 
will increase the total number of 
Ruberoid employes at Mobile to ap- 
proximately 600. 

Dry felt is the basic ingredient of 


Ylames in the News 


asphalt roofing and the output of the 
new mill will be consumed by the 
Ruberoid roofing plant and other pro- 
ducers of asphalt roofing in the south. 


Georgia-Pacific Stock 
on New York Exchange 

Since February 7, 1949, the com- 
mon stock of Georgia-Pacific Plywood 
& Lumber Co. has been listed on the 
New York Stock Exchange. The an- 
nouncement was made by President 
Owen R. Cheatham “in keeping,” he 
said, “with the growth of the com- 
pany as a nationwide organization.” 


Marsh Wall Products Is Now 
Masonite Subsidiary 


Top management of Marsh Wall 
Products, Inc., has been re-organized 
for operation as a subsidiary of Ma- 
sonite Corporation. 

Eugene Holland, president of Ma- 
sonite, which acquired control of the 
Dover, Ohio, company in December 
through an exchange of stock, said 
the re-alignment includes changes in 
the boards of directors of both corpo- 
rations and in the executive personnel 
of Marsh Wall Products. 

By taking over the Marsh company 
Masonite goes into the business of 
applying decorative finishes to its 
own pressed wood fiber board prod- 
ucts. The Marsh company, a hard- 
board processor for the last 18 years, 
is one of Masonite’s largest custom- 
ers. 





Lowe Brothers Chicago Office Moves to Larger Quarters 


The Lowe Brothers Company north 
central district office and warehouse 
formerly located at 1048-1058 West 
37th St., Chicago, has moved into 
larger quarters at 3341 W. Walton 
St. at Homan Ave., Chicago 51, IIl. 
W. E. Anderson is manager. 


The new building provides 80 per- 
cent more floor space and permits 
greater amounts of stock to be ecar- 
ried in the warehouse space. Addi- 
tional land is available for further ex- 
pansion. 














Geo. C. Griffith Stave Co. 
Changes Name to Cloud Oak 


Geo. C. Griffith Stave Co., manu- 
facturer of oak flooring for over 25 
years has changed its name to Cloud 
Oak Flooring Co. This was done in 
order that its name will be more rep- 
resentative of its principal business. 
The company will continue the manu- 
facture of tight staves and heading 
but its principal business will con- 
tinue to be, as it always has been, 
the manufacture of oak flooring. Its 
flooring plant and head offices are at 
Springfield, Mo. 


Dewatex Forms Shingle-Seal 
Division 

The Dewatex Manufacturing Cor- 
poration, New York 18, N. Y., has 
announced the formation of its newly 
organized Shingle-Seal Division. This 
division has taken over the sales and 
distribution on Shingle-Seal, a prod- 
uct recently developed for painting 
and weatherproofing asbestos shin- 
gles. 

In making public this information 
A. H. Hardy, executive vice-president 
of the parent corporation also an- 
nounced the appointment of R. M. 
Coburn as national sales director for 
the Shingle-Seal Division. 


New Edition of Western Pine 
Association Directory 


Publication of a new edition of the 
Western Pine association Directory of 
Membership was recently announced 
by the association. Dated January 1, 
1949, the 8%xl1l-inch directory con- 
tains 16 pages and lists 303 sawmills, 
their locations, sales office addresses 
and a percentage breakdown of. their 
productions by species. The booklet 
also gives a listing of the staple and 
factory products and specialties man- 
ufactured and handled. It lists 47 
more mills than were published in the 
last edition issued on June 1, 1948. 

Member mills listed are manufac- 
turers of lumber and related products 
from Western Pines and Associated 
Woods including Ponderosa Pine, 
Idaho White Pine, Sugar Pine, White 
Fir, Larch, Douglas Fir, Engelmann 
Spruce, Lodgepole Pine, Red Cedar 
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ORDER NOW 


2 Cars 33/32x2/4” 
SECOND Grade 
MAPLE FLOORING 









manufacture. 


Flooring. 


JELLS LUMBER CO. 


Immediate Shipment. 


MENOMINEE ~ MICHIGAN 


Real value flooring for industrial installa- 
tions or heavy traffic floors. Unsurpassed 
for durability. Our usual dependable 


Save 10 to 20° with Third Grade Maple 








in Harmony with the finest of Modern 
Architecture 





Fits any wall thickness 
* * * 


Wide ranges of designs and fin- 
ishes to conform with any type of 
outside hardware trim. 


Manufactured By 


Penn-Greg Manufacturing Co. 
2608 Bloomington Ave., Mpls. 7, Minn. 








-L. H. L. 


Manufacturers 


Douglas Fir 


E. J. Linke, Pres. 


Lumber Corp., Cariton, Ore. 


A Sustained Yield Operatien 


Guy Haynes, V. P. 
Graham Griswold, Secy. & Treas. 





Douglas Fir. 
Pine, Cedar 
Hemlock 








THE GRISWOLD 
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FAILING BLOG 








Opiswold 


Lumber 


Wholesale 


Your orders and inquiries solicited. 






LUMBER CO. 
PORTLAND. ORE. 























THE MEADOW RIVER 
LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 


Se 


Rainelle, W. Va. 














No — WW — — 








We can kiln dry and millwork. 


TROUT CREEK LUMBER COMPANY 
Trout Creek, Michigan 


GENUINE MICHIGAN WHITE PINE 


We offer for prompt shipment 


car Dry 8/4 RW&L +3 Shop & Btr Pine 
car KD 5/4 +3 Com & Btr White Pine 
cars Dry 4/4 +3 Com 6" to 12" White Pine 
car KD 4/4 6" to 10" Norway Knotty Pine 

cars Dry 4/4 +3 & Btr Norway Pine 



















































Protection Products Mfa. Co. 





Research Laboratory and Plant KALAMAZOO, MICH. 


BurtpINnG Propucts MERCHANDISER 








Specialists i in Oak Floor. ‘ 
- ing. General wholesal- ~~ 
-" ers of all lumber items. =~... 


Contact us on your 
needs. 
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and Incense Cedar. Copies of the di- 
rectory may be secured by writing the 
Western Pine association, Yeon Build- 
ing, Portland 4, Ore. 


Tracy Names Wholesale 
Distributor for Chicago Area 

Tracy Manufacturing Company, 
Pittsburgh, annourtes the appoint- 
ment of a new wholesale distributor 
in the Chicago area. Frank & Scan- 
lan, Inc., 2515-17 S. Michigan Ave., 
Chicago, now represents Tracy Cus- 
tomized Kitchens, a complete line of 
steel kitchen cabinets with sinks in 
lifetime stainless steel and deluxe 
porcelain. 


Dyke Awards Gold 
Watches to Four Managers 

A review of activities in 1948 and 
plans for 1949 occupied approximately 
92 branch managers and salesmen of 
Dyke Associates, Inc., and guests in a 
two-day business meeting at the com- 
pany’s headquarters, 309 Center St., 
Little Rock, Ark. Guests included 
representatives of The Armstrong 
Cork Company which supplies Dyke 
Associates with its products for 
southern distribution. 

Four managers of Dyke enterprises 
received gold watches at the dinner 
meeting for combined service totaling 
110 years. Receiving the awards 
were: Charles H. Fischer, Memphis, 
Tenn., branch manager, Dyke Bros., 
35 years; Byron Williams, Joplin, Mo., 
branch manager, Dyke Bros., 25 








DEALERS AND 
DISTRIBUTORS 
WANTED 


FOR pblaynite 


AMAZING NEW TRANSLUCENT 
CORRUGATED BUILDING PANELS 


Perfect for SKYLIGHTS, 
PARTITIONS « WINDBREAKS, 
SCREENS, ETC. 
Beautiful, Modern 


Colors 





/ 


Shatterproof 
Lightweight 


Easy to Saw, 
Nail or Bolt 


ae ae 
Wile today for il.ustrated folder 
ALLIED SYNTHETICS CO. 


P. O. BOX 136 
SAN DIEGO 9, CALIFORNIA 








years; Henry Altenhofel, Little Rock, 
Ark., manager of Acme-Arkansas 
Lumber Co., 28 years; and Clarence 
A. Harris of Rogers, Ark., manager 
of Dyke Lumber Co., 22 years. 


Employes Honor W. F. Severn 
for 55 Years of Service 


William F. Severn, president of 
The A. W. Burritt Company, lumber 
and building material dealers in 
Bridgeport, Conn., was honored by 
his employes, January 15, for 55 years 
of active service with the company. 
He was presented with a testimonial 
plaque “. . . to our friend and Presi- 
dent . .. for a progressive admin- 
istration of service . and our 
thanks for a job well done. . .” Mr. 
Severn also received a pin with two 
diamond points indicating his 55 
years of service which began in 1893, 
the year the company was founded 
by the late Arthur W. Burritt. Mr. 
Severn became a director February 
23, 1901, vice-president on April 1, 
1908 and president February 23, 1911, 
a position he has held continuously. 


Companies Announce 





Zegers Inc. announces the opening 
of its new plant and offices at 8090 
South Chicago Ave., Chicago 17, Il. 


United States Plywood Corporation 
has just opened its 22nd warehouse, 
in Richmond, Va. The new warehouse, 
which will carry Weldwood plywood 
and affiliated products, is served by a 
spur from the Seaboard Airline. It 
contains 40,000 square feet of storage 
space. R.C. Johnson is manager. 


J. M. Godley has been appointed 
manager of the Southwestern District 
of Wood Conversion Company, St. 
Paul, Minn., manufacturers of Balsam- 
Wool and Nu-Wood. His new head- 
quarters will be at 807 Waldheim 
Bldg., 6 East 11th St., Kansas City, 
Mo. Charles E. Maher has been pro- 
moted from salesman to Assistant 
Eastern Division manager. His head- 
quarters will be in New York City. 


Sherman R. Thayer has been elected 
treasurer and director of the Park- 
wood Corporation of Wakefield, Mass. 
The corporation is known in many 
fields—in the furniture market for a 
decorative wood veneer used for table 
tops, wall paneling in restaurants, ho- 
tels, etc.; in the industrial field for a 
dense laminated plastic called 
“Hiden”; and in the electrical field 
for Parkwood tubing—a cone used for 
transformers. 


E. S. Phillips, president of Devoe & 
Raynolds Company, Inc., New York 
City, has announced the appointment 
of Roscoe Hall Sawyer as assistant 
chemical director. Mr. Sawyer, a 
graduate of Harvard Engineering 
School and Graduate School of Arts 
and Sciences, joins Devoe with a 


wealth of experience in paint physics, 
After a short pedagogical career at 
Harvard and later Bates College, he 
entered the industrial field as a chem- 


ist with E. I. duPont de Nemours & 


Company, Inc. in 1930. He remained 
with duPont for 18 years specializing 
in pigment-physics. For the last four 
years, Mr. Sawyer was Research Su- 
pervisor, New Product Development, 
at Newport, Delaware. 


Charles M. Hines, president of Ed- 
ward Hines Lumber Co., announced 
the appointment of Arthur H. Mohr- 
ing as vice-president in charge of the 
Edward Hines Lumber Wholesale 
Warehouses. Mr. Mohring has been 
associated with Edward Hines Lum- 
ber for the past 30 years, and has 
been actively engaged the last few 
years supervising the company’s pro- 
gram of expanding its lumber dealer 
facilities. The Edward Hines Lumber 
Wholesale Warehouses supply retail 
lumber dealers in Illionis, Wisconsin 
and Indiana, with all lumber yard 
items. Mr. Mohring is also treas- 
urer of the Ponderosa Pine Woodwork 
Association. 


Obituaries 


C. C. Barr, 78, a director and vice- 
president of the Barr Lumber Com- 
pany since 1921, died in Pasadena 
January 27, after several months’ ill- 
ness. Mr. Barr was a pioneer busi- 
ness man, civic leader and resident of 
Whittier, Calif., since 1911. 


Jack Shulman, president of the Geo. 
M. Barker Co., Inc., Washington, 
D. C., died January 7, following a 
three months’ illness. Mr. Shulman 
had been associated with the Barker 
lumber company over a period of 45 
years, and had been the president of 
the corporation since 1936. 


Charles R. Wiess, 72, manager 
Trade Relations Department, Weyer- 
haeuser Sales Company, died sudden- 
ly January 19 at his residence in St. 
Paul. At the time of his death he 
was performing a number of impor- 
tant staff duties for both the Weyer- 
haeuser Sales Company and General 
Timber Service, Inc., with offices in 
St. Paul. 


C. Russell Smith, for the past 20 
years a prominent retail lumber and 


building supply dealer at Rolling 
Park, Miss., died January 24. He had 
been engaged in the building material 
business in Clarksville, Tenn., Jack- 


“son and Bicksburg, Miss. prior to his 


location at Rolling Park where he was 
manager of the Service Lumber Com- 
pany, having served that organization 
as secretary, treasurer and president. 
Mr. Smith was past president of the 
Mississippi Retail Lumber Dealers 
Association, served two full terms as 
national director of the National Re- 
tail Lumber Dealers Assn. in Wash- 
ington, D. C., and was a member of 
the Executive Committee at the time 
of his death. 
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